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ARKANSAS SOFT PINE 


LAMINATED 
2x4 STUDS 


} 


Here is the answer to DIMENSIONAL 
STABILITY in 2x4 studs! Through the 
magic of automation, modern gluing proc- 
esses and new equipment, we have suc- 
ceeded in bonding together 1x4 boards in 
such a manner that dimensional stresses 
are equalized. We solicit your orders for 
this unique NEW and more efficient 
product which meets FHA requirements. 
Laminated Studs are available in stand- 
ard lengths or precision trimmed to your 
specifications. Waxed ends. Packaged 


if-and-as you desire. 
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BRADLEY-SOvUT 


POTLATCH 


FO 


WARREN, ARKANSAS |) 





a NEW Product 


ih 
qT Hy ... from 
the mills of 
Bradley-Southern 


Division of 


Potlatch Forests, Inc. 











BRN DIVISION 


RESTS, INC. 


relephone CA 66-2611 











vA 
For Your Western | ber 
Needs Contact These 
PFI Office 
PITTSBURGH, PENN. 
1615 Oliver Bldg 
KANSAS CITY, MO. 
2007 Bryant Bldg 
DEER PARK, WASH. 
Deer Park Ind., In 
CHICAGO, ILL. 

20 N. Wacker Dr 
NEW BRUNSWICK, N. J. 
Post Office Box 55 
JACKSONVILLE, FLA. 
4113 Longwood Rd 
LEWISTON, IDAHO 
General Offices 
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“ QUERYTHING HINGES ON HACER /." 


C. Hager & Sons Hinge Mfg. Co. © St. Louis 4, Mo. 
In Canada, Hager Hinge Canada Limited « Kitchener, Ontario 





Founded 1849 —Every Hager Hinge Swings on 100 Years of Experience 
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CERTAIN-TEED INSULATION TILE PLANNED WITH YOUR 
CUSTOMER IN MIND...in subtle designs and colors of pop- 


appeal which enhance any decorative scheme. The added 


omfort of noise control is offered by the 
perior acoustical properties of Spindrift, 
Perforated and Certa-rift Tile from Certain- 


Plants and offices throughout 


teed Products Corporation, Ardmore/Pa. the United States 
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TRENDS AND IDEAS FOR DEALERS AND WHOLESALERS / THE DISTRIBUTION AUTHORITY IN LIGHT CONSTRUCTION / ESTABLISHED 1873 


FEATURES 
Price-Setting and Price-Fixing—page 7 
New Product Spotlight—Editor’s Choice—page 19 


New Product Parade—page 20 


‘Sudden Service’’ Delivered by New $1 Million Automated Warehouse—page 46 


Hardware “ Store Business 


ROUNDUP OF ONE-STOP HOME CENTER STORES: 


1) Maximum Volume, Low Overhead—Goal of New Duluth Showroom—page 26 
2) Contractor Yard Woos Homeowners—page 30 

3) Home Center is Tool for Remodeling Staff—page 38 

4) Yard Remodeled for Cash-and-Carry—page 42 


EDITORS’ VIEWPOINT page 7 NEW LITERATURE page 59 
NEW DEVELOPMENTS page 9? MEN IN NEWS page 61 
HEADLINES AT PRESSTIME page 14 WANT ADS page 62 

NEW PRODUCT PARADE page 20 HOW’S BUSINESS? page 63 
NEW SALES AIDS page 58 WHAT'S THE PRICE? page 64 


COMING EVENTS 


Nov. 28-30—Building Research Institute's 1961 Fall Con- 
ferences, Mayflower Hotel, Washington, D. C. 
Dec. 3-7—National Assn. of Home Builders, McCormick 
Place, Chicago 
Dec. 10-16 and 
Jan 12-19—Kitchen Industry Training Schools, Carillon 
Hotel, Miami Beach 
Jan 9-14—Northwestern Lumbermens Assn. Headquar- 
ters, Radison Hotel; exhibits, Armory, Minneapolis 
Jan. 14-17—Kentucky Retail Lumber Dealers Assn., 
Kentucky Hotel, Louisville 
Jan. 19-21—Southwestern Lumbermen's Assn., Head- 
quarters, Muehlebach Hotel; exhibits, Municipal Au- 
ditorium, Kansas City 
Jan. 20-22—Northeastern Retail Lumbermens Assn 
Statler Hilton Hotel, New York City 
Jan. 25-27—Ohio Assn. of Retail Lumber Dealers, Head- 
quarters, Deshler-Hilton Hotel; exhibits, Veterans “DSC” means Dealer Sales Control, a phrase coined by this 
Png 9 a ng ernrmes magazine to focus attention on the most profitable business 
Nn Bierce eh ermae Asm. Heed- methods used today by dealers and wholesalers. It is one of 


quarters, Multnomah Hotel; exhibits, Memorial Coli- ; ° . 
seum, Portland the permanent management principles which guide the edi 


Jan. 30-31 tors in reporting and interpreting industry trends. 
Feb. 1—Michigan Retail Lumber Dealers Assn., Head- Controlling the sale at dealer level can stem from land con 
ha ti F siniah Miapuatoniat feds save trol, prefabing, financing, Home Center stores, strong retail 
Cobo Hall, Detroit advertising, installation services, sales of new homes or re 
modeling packages to builders or consumers 
DSC means product brands and specifications controlled b 
ine dealer. 


WHAT’S COMING IN YOUR DEC. 4 BMM 


¢ Special report on lumber and plywood 


Building Materials Merchandiser is published every other Monday by Vance 
Publishing Corp., 59 E. Monroe St., Chicago 3, Ill. Subscriptions: one year, U.S 
and Canada, $5 (26 issues); $8 for two years; $10 for three years. Foreign, $20 
for one year. Single current copy, 50¢. Back copies, $1 except Buying and Product 
Data File which is $2. Entered as second class matter October 2, 1946 at the Post 
Office at Chicago, Ill., under the Act of March 13, 1879. Copyright © 1961 by 
Vance Publishing Corp. 
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. . » Now in 6 attractive colors and an attractive pebble texture 


MIX THEM UP, houses can still have the same basic 
floor plan but look excitingly different. Change 
colors from house to house. Change from siding 
to panels. 


COMBINE GOLD BOND Classic Siding and batten 
areas of Flat Sheets, in matching or contrasting 
colors for even greater variety. These Gold Bond 
products are easy to work with, and come in large 
sizes to speed erection and lower your costs. 


Gold Bond 


BUILDING PRODUCTS 





SELL “NO MAINTENANCE.” That’s something the 
home buyer is vitally interested in. And that’s 
what you give him with Gold Bond Asbestos-Cement 
Products. They’re fireproof, rotproof, verminproof, 
weatherproof. And the color is permanently pro- 
tected by exclusive Plasticrylic® finish. 


Ask your Gold Bond® Representative about these 
products. Or write to Department BM-111 for 
technical information. 


NATIONAL GYPSUM COMPANY 
Buffalo 13, New York 
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THE EDITORS’ VIEWPOINT 


Price-Setting and Price-Fixing 


NOWING HOW TO SET PRICES is probably the most funda- 

mental management skill in American business, equally impor- 
tant to the giant industrial concern or the small retailer or a carpenter- 
contractor. 

Price tags must cover all costs (many of which are difficult to know 
with certainty) and still be competitive. 

Many building materials dealers, wholesalers and prefabricators today 
make less than 1% profit on sales. Some firms are operating in the red. 
Business failures and voluntary closures are increasing. More often than 
not, incompetent pricing is a major contribution to insolvency. 

Some of the companies in trouble have undoubtedly followed the 
same formula, “We may lose a little on each sale, but we make it up in 
volume.” 

Other companies now skating on thin ice are following the other ex- 
treme: they price themselves out of the market and allow new competi- 
tors to grab the business. 

Although it may be true that manufacturers can maintain prices some- 
what easier than retailers, the balance between adequate markup and 
meeting competition applies to all types of firms and to large and small 
companies. And the competition is not just from other firms who sell 
the same products or services, but includes every type of business which 
is competing for the consumer’s dollars. 

Because pricing is so important to the health of any business, the re- 
cent Administration directive to steel producers about price policies de- 
mands a determined opposition from every business man, whether he is 
engaged in steel or not. 

Current talk by Congressmen goes much deeper than mere suggestions 
to steel manufacturers. The gist of what is on some politicians’ minds is 
no less than price-fixing by government force. 

Senator Albert Gore, for example, suggested that the Federal Trade 
Commission “could move to police the steel industry.” And, “Lastly, if 
all else fails, steel prices can be brought under utility-type regulations.” 

To this line of talk, the New York Times said: 

“If the price of steel is to be determined by speeches and 
threats on the Senate floor, then a precedent has been set whose 
final consequence could be a great change in our economic 
system. The private enterprise system operates on the assump- 
tion that prices should be set in the market place, and reflect 
the force of competition among buyers and sellers. The Senate 
floor is not the market place.” 

Political price-fixing could begin with steel and spread to all industry. 
Bureaucratic juggling would take over. We would all lose as consumers 
because price fixing can mean price floors as well as price ceilings. 

Everybody would also lose through inefficiency, too; our deteriorat- 
ing railroads are a result, in a great measure, of over-regulation. 

Retailers should be aware of the above possibility for more reasons 
than one. All too often, retailers have pressed for Fair Trade laws and 
other regulations, supposedly for their self-interest. 

But Fair Trade or any other device which puts government in con- 
trol of pricing can be another wedge for politicians to assume greater 
and greater control of business enterprise. 

Wouldn’t it be safer for all retailers to learn how to compete through 
merchandising ingenuity, closer cost controls, compensatory pricing 
and better service than to ask for bureaucratic pricing regulations—of 
any type? 

Senator Jacob Javits summed up the problem this way: “Economics 
by fiat would destroy the basic concept of economic freedom on which 
this nation was founded.” 

Every business man, retailer and manufacturer alike, should voice his 
objection to political ambitions to administer prices. Likewise, he should 
not turn around and ask for price-fixing under another name, in his own 
defense. 


THE EDITORS 
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Knox B. McMasters, (left) President, Master Fabricators, Inc., Birmingham, Ala., 
explains one of his current projects to Emmett Burton, his Dodge Representative 


‘““At least 90% of our business is secured 
from our daily Dodge Reports’’ 


“On the basis of growth alone, Dodge Reports have 
returned their cost to us many times over. In fact, 
Dodge Reports have actually made possible a large 
part of that growth which otherwise might have 
passed us by,”’ Mr. McMasters says. 

Master Fabricators is a thriving business that pro- 
duces products ranging from ornamental aluminum 
railings for building interiors to steel stairs, structural 
ironwork and missile launching platforms in use at 
Cape Canaveral. Mr. McMasters says, “Dodge Reports 
have made it possible for us to expand from a purely 
local supplier to one operating in a multi-state area. 
Even if we had a large full-time new business staff, we 
could not hope to produce the volume and accuracy 
of advanced construction news that Dodge Reports 
provide us.” 

Mr. McMasters emphasizes, “A review of Dodge 
Reports is a must for executive attention each morn- 
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f DODGE 


reports 


COmPoRaAtiON 119 W. 40th St., New York 18, N. Y. 
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ing. With competition as keen as it is in this day and 
age, we cannot afford to fall even 24 hours behind the 
very latest developments in the construction industry; 
otherwise, competing firms could take quick advan- 
tage of any lag on our part.” 

Whether your business is local, multi-state or 
national, your company can receive this kind of ad- 
vance new construction intelligence for precisely the 
areas you serve, at a mere fraction of the profits it 
will help you earn. For full information, send the 
coupon below. Or, consult your telephone directory 
for the Dodge Office nearest you. 


F. W. DODGE CORPORATION 
Construction News & Statistics Div., Dept. BMM-111 
119 West 40th Street, New York 18, N. Y. 


I'd like to receive your free booklet, “How to Get More 
Business in the New Construction Field” and details on 
how Dodge Reports can help me increase volume and 
profits. 

Name ____ 

Company_ 


Address 





A snr 


City 
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New Developments 


RETAILERS BECOME PREFAB SALES AGENTS UNDER EASTERN WHOLESALER'S NEW PLAN. 


It's part of a trend. Saltpoint Supply Co., Syracuse, N. Y., 
has developed a manufactured home program for lumber dealers, 
in cooperation with Hiawatha Homes, an affiliate of Saltpoint 
Supply which has been in home prefabrication for 10 years. 


No investment is required for the dealer. Retail salesmen are 
given 3-day training in selling and estimating house packages. 








Financing is provided by the wholesaler for the homes. 


The cooperating dealer can erect the homes he sells, or hand 
the erection to a local builder. 





"There's a profit to the dealer on our manufactured components, 
plus all the finish items he can sell at retail for the packaged 
home," said Saltpoint president R. R. Maylone. 








Hiawatha Homes plant capacity is now eight homes a day. The 
plant is being expanded for the new dealer program. 





IT IS GETTING TOUGHER AND TOUGHER TO MAKE A PROFIT ON SALES TO BUILDERS 
in metropolitan areas without selling prefabed packages or 


Similar programs. 


Competition for the builder business has been particularly 
tough this year in Detroit. Industry people say that 

two dozen yards have either given up builder sales or gone 
completely out of business during the past year in the 


Detroit area. 











Big Sibley Lumber Co. of Detroit is now switching to consumer 
supermarket selling, emphasizing cash-and-carry. 


SERVICE DEALERS CAN COMPETE WITH DISCOUNTERS BY STRESSING NEW PRODUCTS, 
according to Howard W. Price, president of the National 
Wholesale Hardware Assn. and head of the Salt Lake City 


Hardware Co. 


Speaking at a NWHA convention, Price declared: "Up to now, 
there is no evidence that these sSsuper-efficient, fast turnover 
discounters are interested in advertising or promoting the sale 
of newly developed items." 





Noting a prediction that discount Stores may do 80% of all 
retail sales within 10 years, Price said: "We must make a 
careful appraisal of all this loud noise about the system which 
presumably is going to make all manufacturers rich." 





He said that the discounters are now admitting they have 
troubles like everyone else. "Discounters have discovered they 


(turn page for continuation) 
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have no exclusive franchise to cut prices. Live, wide-awake 
independents are determined to remain competitive, even if it 


means offering loss leader items," he added. 











Price said that 72% of the U.S. population is concentrated 
in 5,683 communities with population ranging from 2,500 to 
100,000. Mass merchandisers have not proved that they can 
successfully operate in the hinterland, he said. 








Salt Lake City Hardware is a leading wholesaler which 
maintains special promotions and services for retail 
lumber and building materials dealers. 


WESTERN LUMBER AND PLYWOOD ASSOCIATIONS ARE CLOSING RANKS IN RESEARCH. 
A new intra-industry technical committee has been formed, 
made up of representatives from Douglas Fir Plywood Assn., 
Western Pine Assn. and West Coast Lumbermen's Assn. 





The committee's first goal is to develop basic stress values 
for all major western wood species, according to John 
M. Hess, DFPA technical director. 





CORN BELT FARMERS ARE RECEPTIVE TO FARM BUILDING EXPENDITURES NOW, 
according to survey just made by Farm Journal magazine. 


In answer to the queStion, "Is this a good time to invest 
in new buildings and equipment? Will they pay a profit over 
the next 10 years?", 92.5% of the respondents said "Yes". 





SPENDING FOR PRIVATE RESIDENTIAL CONSTRUCTION WILL MORE THAN DOUBLE 
BY 1975, according to a rosy prediction by the 
Commerce Department in Washington. 


After that, the increase will be at a less rapid pace. 
& 


FARM HOMES ARE NOT ELIGIBLE FOR THE FHA-INSURED HOME IMPROVEMENT LOANS 
up to $10,000 to be repaid over 20 years. 





FHA points out that the new provision is strictly for cities. 
* 


YOU CAN ACTUALLY LOSE MONEY ON INDIVIDUAL SALES OF $1.25 OR LESS, 
according to recent studies by Norfolk Products Co., 
manufacturer of woodworking tools. 


That is why related selling is so important both 
in display and in personal salesmanship. 





WORRIED ABOUT YOUR BUSINESS RECORDS IN CASE OF DISASTER OR WAR? 
Guidance on how to best protect personnel and records, and thus 
improve chances of getting going again after an attack, is 
available from Business Defense & Services Administration, 
Commerce Dept., Washington 25, D. C. 
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STRAPPING PERMITS CERTIFICATION 
PACKAGED PLYWOOD SHIPMENTS 


Plywood Products Corp. of Corvallis, Ore. 
is one of a growing number of producers that 
are strapping plywood for greater shipping 
safety and handling convenience. This firm 
actually certifies that every step has been taken 
to secure shipments against damage. Their plywood panels 
can’t shuffle or shift during transit and handling—they’re 
packaged and braced with Acme Steel Strapping. Damage- 
free arrival condition eliminates downgrading. Strapped 
packages can be unloaded mechanically and trucked to 


storage 25% faster . tiered higher than loose panels. 


IDEA LEADER IN 


Sad STRAPPING 


STEEL 


a 


Moreover, strapped into standard units, packaged plywood 
panels can be tallied quicker—with less chance of error. 
And naturally, consumers appreciate neat “packaged” ap- 
pearance. 

Ask your Acme Idea Man how steel strapping can serve 
you on the shipments you receive—and on those you send. 


‘ 


Or, return the coupon. 


Acme Steel Products Division, ACME STEEL COMPANY 
Dept. BIS-111, 135th St. & Perry Ave., Chicago 27 

Please send details on how Acme Steel Strapping is pro- 
moting safety and savings for plywood dealers. 

avn nictasinictiitiahimmani 

Title 

Firm 


Address 


i iciictnienctsistininnipaipmiimieainee State 
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If you are interested in the bigger volume that come 
you can feature genuine quality tempered with budgg 
pricing . . . you’ll find these beautifully designed n \ 
“Princess” cabinets a money-making answer for ys 
and remodeling business. Made of fine birch woo | 
finished to a mellow, golden fruitwood finish =... 

the Qualitybilt tradition . . . completely assemble 
ready to install . . . with exclusive antique copy 
hardware for a final touch of elegance. 


These and many other exclusive features make the “ 
a truly outstanding new line. Call your Qualityilt 
distributor for full details now! 





-. 4 
FARLEY & LoersqHER MFG. co. } 


DUBUQUE, IOWA ht ae ‘ 


» 
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The new “Princess” cabinets... and other 
outstanding products ... will be on display at 
the NAHB show — Booths 1451 and 1452. 
Don’t miss them! 
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Headlines at Pre 


Builders Exposition in Chicago, Dec. 3-7 


CuIcAGo—A record attendance ex- 
ceeding last year’s 36,000 is expected 
at the 18th annual National Assn. of 
Home Builders show in McCormick 
Place, Dec. 3-7. Paul Van Auken, con- 
vention-exposition director, said more 
than 550 manufacturers will exhibit. 

E. J. Burke, Jr., San Antonio, 
NAHB president, pointed out that this 
year’s earlier exposition date will give 
builders a “longer lead time” to plan 
next year’s operations. Two promo- 
tions—a drawing and a contest—are 
expected to encourage early registra- 
tion. 

Reservations. Melvin E. Kimmey, 
Dayton builder, convention-exposi- 
tion chairman, explained that hotel 


reservations are handled by the NAHB 
convention office, 140 S. Dearborn 
St., Chicago 3. The advance registra- 
tion fee ($15 for men and $10 for 
women) must be mailed in before 
reservations can be made. Latecomers 
must go to McCormick Place, Lake- 
shore Dr. at E. 23rd St., to register 
before they can pick up reservations. 

Events. Convention sessions begin 
Monday, Dec. 4 when Frederick H. 
Boland, immediate past president of 
the United Nations general assembly, 
will speak. Two days of committee 
meetings precede formal opening of 
the show Sunday, Dec. 3. 

A total of 36 individual program 
events have been scheduled. Included 


sstim 
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are a “How-To-Do-It” carnival which 
will cover more subjects than last year. 

Monday program sessions include 
those on design, good community faci- 
lities, remodeling and laboratory re- 
search. Tuesday’s events include ses- 
sions on federal housing policies and 
programs, small city approach to ur- 
ban renewal, business management, 
merchandising, equity financing, labo- 
ratory research, market analysis and 
large volume home building along 
with light commercial construction 
and shopping centers. In addition, the 
economic outlook, low-priced and in- 
ternational housing will be covered. 

Land planning and research develop- 
ments will be among the events Wed- 
nesday. Thursday will feature such 
sessions as those on “shop talk” and 
shell housing. 





DRAMATIC 12’ TURNTABLE DISPLAY in 
Armstrong's new Product Center in 
Rockefeller Center, New York, is divided 
into quarters. It includes two room set- 
tings showing Armstrong floor, ceiling 
and wall products in use. Center is open 
9:30 to 5 Monday through Friday. 


MAJOR DISPLAY AREA in Armstrong Cork 
Company's new Product Center is used 
to show the broad line of acoustical ceil- 
ing materials. A random access slide 
changer in the background automatical- 
ly calls up a color slide of any of 100 
different ceiling installations. 


Armstrong Opens Product Center 


NEw YorRK—Armstrong Cork Co. 
has opened a modern showcase of its 
latest developments in resilient floor 
coverings and building materials in 
Rockefeller Center. 

The 7,063 sq. ft. showroom serves 
as an information point for architects, 
builders and interior designers as well 
as building materials distributors, deal- 
ers and contractors. 

Sales offices for the company’s five 
divisions occupy office space directly 


14 


above the showroom. 

Consultants. Misses Anita Welch 
and Susanna Hauck, interior designers, 
are on hand at all times to provide 
decorating and color advice on floor- 
ing and ceiling materials. An Arm- 
strong technical consultant, Thomas 
E. Vanlaningham, also is available. 

Window exhibit. Large-scale full- 
color reproductions showing  resi- 
lient flooring in modern interiors oc- 
cupies 135’ of window frontage. A 


dramatic 12’ turntable display is fea- 
tured at a window corner, with dis- 
plays periodically rotated. 

Divided into quarters, the turntable 
includes two room settings showing 
floor, ceiling and wall products in use. 

Ceiling. An Armstrong ventilating 
ceiling is used to distribute condi- 
tioned air throughout the Product 
Center. 


Evans Products Co. Forms 
Building Materials Div. 

PLYMOUTH, MicH.—Monford A. 
Orloff has been named general man- 
ager of a new building materials di- 
vision formed by Evans Products 
Co. He was president of Aberdeen 
(Wash.) Plywood & Veneers, Inc., 
which was recently acquired by Evans 
Products. 

By the merger, Evans Products Co. 
claims to be the third largest fully in- 
tegrated firm in the plywood field. 
The company also makes hardboard 
and related materials, damage-preven- 
tion equipment for freight cars, bi- 
cycles and wheel goods, truck and bus 
heaters and battery separators. 

“Designation of vice president Or- 
loff as executive in charge of our new 
division completes the realignment of 
our two organizations,’ Edward S. 
Evans, Jr., president, said. 

“One of the principal assets avail- 
able to enhance Evans Products as a 
factor in the building materials field 
is our network of 34 warehouse-sales 
centers in 17 states.” 

William J. Ritchie, another Evans 
vice president, is marketing executive 
for the new division. Emphasis will 
be on sales to independent jobbers, 
Evans said. Ritchie will also have 
charge of battery separator sales. 
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| BRUCE 
Laminated 
Block 


Ideal floor for 
use over concrete 








When you use Bruce Laminated 

L Blocks you add a lot of warmth, 
beauty and comfort to your homes. 

The three plies of close-grained 

Southern Oak keep out concrete 

t slab chill and dampness, yet pro- 
vide foot-cushioning comfort. Heat 

and pressure bonding produce a 

3 highly stable unit and the famous 
Bruce factory finish saves labor, 

asia = time and expense. Choose either 
© light or dark finish . . . or mix them 

for really distinctive floors! Over 

wood subfloor or old floor use 

Bruce Blocks, strip-type for nail- 
ing. Write for color booklet. You'll 
find our catalog in Sweet’s Files. 





E. L. BRUCE CoO., 
MEMPHIS 1, TENN. 


World’s largest manufacturer 
of hardwood flooring 





Q feature floor for St ecIAa " rooms 


GIVING THE LOWDOWN on a new Potlatch Forests, Inc. 
laminated wood product is F. W. Girdner, sales manager, 


Bradley-Southern Div. 


ee 


ae 


QUESTION-AND-ANSWER PERIOD closes tour through Unit 
Structures, Inc. laminating plant at Magnolia, Ark. 


Arkansas Lumbermen Teach Architectural Students 


FAYETTEVILLE, ARK.—Student ar- 
chitects from the University of Arkan- 
sas here last month spent 3'2 days 
touring lumber mills and laminating 
plants in southern Arkansas. 

Purpose of the tour by 28 students 
and two professors was to acquaint 
them with the complex processes by 
which trees are transformed into 
building materials and point up the 
importance of the lumber industry to 
the state. 

New products. Students were shown 
many new wood products and learned 
their end-use in design and construc- 
tion. The bus tour was sponsored by 
Arkansas Soft Pine Bureau and Ar- 
kansas Wood Products Assn. as part 
of their observance of National Forest 
Products Week. Sponsoring groups 
have decided to make the tour an an- 
nual affair. 

Plants. First stop was at Dierks 
Forests, Inc., DeQueen, where students 
inspected what is called the nation’s 
largest wood treating plant. They then 
visited the Dierks fiberboard plant at 


Craig, Okla. 

Second stop was at Prescott, Ark. 
where students toured Ozan Lumber 
Company’s modern pushbutton saw- 
mill. Kiln-drying was stressed there. 
Next visit was at Unit Structures, Inc., 
Magnolia, Ark. (see picture). There 
the architectural students saw labora- 
tory procedure to assure quality con- 
trol. They saw fabrication of arches 
and beams and finally shaping and 
finishing of laminated materials. 

Final stop that day was at El Dorado, 
Ark. where Reynolds & Draper Lum- 
ber Co., Anthony Lumber Co. and 
Deltic Farm & Timber Co., Inc. en- 
tertained the group. Architects showed 
them plans for El Dorado’s “revolu- 
tionary type” 9-building high school. 

Gigantic storage sheds. Next day 
the group visited Crossett (Ark.) Lum- 
ber Co. They toured the firm’s 
gigantic 46,800 sq. ft. rough lumber 
storage shed which features 42 glued- 
laminated columns and 21 laminated 
curved top chord bowstring trusses. 
They also studied wood designs in 


the local high school and Methodist 
Fellowship hall and got an insight in- 
to tree farming. 

At Warren, Ark., students viewed 
new laminated wood products at Brad- 
ley-Southern Div., Potlatch Forests, 
Inc. Included were laminated 2x4’s, 
Lock Deck, laminated beams, ply-plank 
and other items in the pilot stage. Then, 
the group went through the Bradley 
flooring plant, furniture dimension 
plant, electronic gluing plant and hard- 
wood stacking yards. They saw finger- 
jointing at the Southern plant. 

At Fordyce, Ark. the students 
watched a truck-loading demonstra- 
tion featuring packaged lumber. 
Another demonstration dramatized 
the fire-resistant quality of lumber 
treated with a new chemical. In Little 
Rock, the group visited the Arkansas 
State Forestry Commission building 
and a new Carmelite monastery which 
features glued laminated arches and 
beams. 

Climax. The 


tour ended with a 
luncheon attended by 25 architects. 





Charge Western Flush Door 
Jobbers with Price Fixing 
Los ANGELES—Nine corporations 
and six men charged with illegally fix- 
ing wholesale prices of wooden flush 
doors were indicted by a federal grand 
jury here. It said the defendants “‘con- 
spired to raise and stabilize prices 
from mid-1960 to last January.” 
Named as defendants in the action 
which could result in $50,000 fines 
for the companies and $50,000 fines 
and a year in jail for the individuals 
were: 
Packard-Bell Electronics Corp 
ele ind Robert J. Weston, genera 
of its Bellwood division: 
Door Co., Inc. and its president 
L. Vasquez; Perry International 
Inglewood, Calif. and its president 
A Perry; Strait Door & Plywood 
El Monte, Calif. and its president 
l E. Strait; Regal Door Co., City of 
idustry, Calif.; Glen-Mar Door Mfg. Co., 
Phoenix; Simpson Timber Co., Seattle; Nico- 
lai Door Mfg. Co., Portland, Ore.; Jack Car- 
low, partner in Carlow Co., Los Angeles; and 
Francis Haley, partner in Haley Bros., Santa 
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Monica, Calif. Named as co-conspirators but 
not defendants were the Ostling Mfg. Co., 
El Monte, and the trade association, Southern 
California Door Institute. 


194 Firms Exhibit at 15th 
Oklahoma Lumbermens Show 

OKLAHOMA City—A record-break- 
ing attendance of 3,150 last month 
viewed the greatest number of displays 
(194) in the 15-year history of Okla- 
homa Lumbermens Assn. annual mer- 
chandising mart here. 

President Fred Dale, Fred Dale 
Lumber Co., Davis, announced new 
officers for 1962. They are: Waldo 
Voorhies, Hope Lumber & Supply Co., 


Muskogee, president; Louis McCarter, 


Valley Lumber Co., Tonkawa, vice 
president; Harry Hartenberger, David- 
son & Case Lumber Co., Oklahoma 
City, treasurer; and Charles Johnson, 
Carey Lumber Co., Oklahoma City, 
assistant treasurer. 


New Name for Montana 
Dealer Association 

HELENA, Mont.—The Montana Re- 
tail Lumbermens Assn. has been dis- 
solved and a_ new. organization 
formed known as the Montana Build- 
ing Material Dealers Assn., Inc. Offi- 
ces remain in Suite 16, Professional 
Bldg., 324 Fuller Ave. here. Mrs. H. 
Agnes Zipperian is secretary. Officers 
and directors remain the same. 

MBMDA plans to embark on a 
program of expanding services to 
thoroughly cover the entire field of 
building materials and products. 

An architectural and loan depart- 
ment serves customers through mem- 
ber dealers. There is also a group 
health and accident insurance divi- 
sion and a freight auditing service. 

Next annual convention of MBMD 
will be held in Billings, Mont. Mar. 
10-13. 
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YOUR PROFITS 
ARE HIS 
BUSINESS... 
BOSTITCH, 
YOUR 
INVISIBLE 
SALESMAN 


‘BOSTITCH 


Profits are better and faster with STAPLERS AND STAPLES 
751 Briggs Drive, East Greenwich, R.1. 
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Here’s lasting beauty . . . for the most remembered rooms 
of the homes you supply or build. Handsome range hoods 
for the kitchen. Sparkling cabinets and accessories for the 
bath. And mellow, laughing Visitune door chimes. 

VICTOR COOK-MATE HOODS AND VENTILATING FANS — Keep 
kitchens their prettiest, cleanest. Hoods in rich coppertone, 
stainless steel or baked white enamel finishes — duct-free 
or vented models. Quiet, efficient ventilating fans for 
kitchen, and for bathroom, laundry and family room, too! 
@ miami BATHROOM CABINETS, MIRRORS AND ACCESSORIES 
—Recessed cabinets with sliding mirrors and bright fluo- 
rescent lights, Easy-to-mount surface cabinets. Sparkling 


18 Circle No. 19 on Handy Cover Card 


Put 


LEHON beauty 
all through 


the home 


MULE-HIDE 
PRODUCT 


“NOT A KICK : 


NA 
mittion Feer” * 


metal-framed mirrors in many sizes, And bright chrome, 
satin chrome and Suncrest brass accessories . . . a cabinet 
and accessory group in every price range. 

@victor visituNE CHIMES — 32 different models in all. Clock 
chimes , . . chord chimes , . . cathedral chimes . . . non- 
electric chimes. A variety of style and color combinations 
to fit any decor, 

This is beauty. Lehon beauty from the manufacturers of 
famous Mule-Hide building products for home exteriors. 
For facts on these and other Mule-Hide products write: 


THE LEHON COMPANY ivcinnati ono 


Dept. BM-1161 
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Building Materials 
Merchandiser 


New Product Spotlight (rors cuoice) 


Zonolite Introduces Aluminum Siding Line 

A brand-new line of baked vinyl finish aluminum siding is 
announced by the Zonolite Co. It is produced in horizontal and 
vertical insulated and standard items and is offered in a full 
range of colors. The horizontal siding is available in white, 
green, pink, gray and yellow; the vertical siding is produced in 
white, dark green and brick red. 

Zonolite Aluminum Siding now is available nationally from 
distributors. “Our ability to warehouse in convenient locations 
in every major market area gives dealers assurance of superior 
service for their aluminum siding needs,” said R. W. Sterrett, 
Zonolite’s Building Products Div. vice-president and general 
manager. 

There is no minimum dollar investment required by a deal- 
er to stock Zonolite Aluminum Siding. Suggested retail prices 
are: $34 per square for the regular siding; $44 per square for 
the insulated siding. Dealer sales aids include: samples, dis- 
plays, newspaper ad mats, literature and application sheets 
Zonolite Co. 
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Allmetal Partition End Cap 
and Top Tie Plate Cut Costs 


A new Part “X” partition channel 
fits over the end stud of an intersecting 
partition and is recessed to accommodate 
vertical edges of gypsum board interior 
finish. It’s supplied in widths to accom- 
modate 2”, 3” and 4”-wide studs. 

It’s companion, Part “X” Anchor, is 
a top tie plate 142”, 242”, or 3” wide 
and 7” long. Ten holes are provided for 
five 8d nails into each top plate of the 
two abutting walls. 

Part “X” can be preassembled on pre- 
fab panels which can be transported. In 
truss construction, Part “X” = saves 
about 700 lineal feet of 2x4 on a three 
bedroom house; in conventional roof 
framing, it saves about 500 lineal feet, 
maker says. Price list is available. All- 
metal Co. 
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Skil Has Industry First in Portable Power Tools 

Each one of the tools pictured above is operated by a sep- 
arate, lightweight Eveready power pack, center above, that 
clips to a user’s belt. The new concept of the separate power 
pack enables the operator to use tools that provide performance 
that is equal in all respects to conventional tools that plug into 
a standard electric outlet, maker announces. Thus, only one 
source of power is needed for a variety of tools. 

The new power pack incorporates light nickel cadmium 
cells, providing a total of nine volts, weighs 234 pounds, mea- 
sures 442” x 442” x 1%” and has a short cord connecting it to 
the tool. 

The Hedge Trimmer will be marketed in time for spring 
gardening and the other tools will make their appearance there- 
after. Shown clockwise from lower right-hand corner are: Skil’s 
Shrub and Grass Shear, a Hedge Trimmer, an Auto Polisher, 
a Drill, the new Eveready power pack, a Jig Saw and a Sander. 

The power pack Hedge Trimmer will retail for $59.95. The 
battery will be $50. Cost of charger will be $15. Skil Corp. 

Circle No. 202 on Handy Cover Card 
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(Use handy coupon on back cover for more information) 
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Hardware. Store Business 


Building Materials 


Merchandiser 


New Product Parade 


Kit-Packaged Workbenches 

A new line of low-cost kit-packaged 
workbenches and tables is announced by 
Acme Steel. It represents a new mer- 
chandising program for the maker's 
AIM Brand Slotted Angle, a steel fram- 
ing material made with an exclusive pat- 
tern of slots and holes to permit quick 
alignment for assembly and bolting. 

The material is offered in  precut, 
standard designs, packaged complete with 
back panels, tops and shelves. Assemble- 
it-yourself instructions are included. Ac- 
me Steel Co. 
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Bonds Laminates in 10 Minutes 


New Fastbond 10 Contact Adhesive 
permits bonding of the laminate within 
10 minutes after adhesive application 
under normal conditions of temperature 
and humidity, says maker. 

It can be used to bond all types of 
decorative plastic laminates to plywood 
and particle board in the manufacture 
of counter, table, vanity and bar tops 
or can be used for installing laminates 
on walls and ceilings. Can be applied by 
brush, trowel, hand roller or spray 
equipment. Minnesota Mining & Mfg. 
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GO tae 


Rafter Calculator Tool 


New Plumas Rafter Calculator tool is 
of aluminum construction in a conven- 
ient 834” length. In use, the customary 
span measurement is established first on 
the slide-rule tool, then the desired pitch 
or inches of rise figure also is set up. A 
window reading instantly gives rafter 
length, whether common, hip-and-valley 
or jack rafter type, to within 4” of toler- 
ance. 

Calculator with a plastic case retails 
at $5.95. Literature is available to deal- 
ers. Price & Rutzebeck. 
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For more facts, 
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use handy back 


padlock “2 || al 
hasp & screws’ 
Sleymaber neh te 088 


Offers 3-in-1 Unit 


Versatile Tulip Knob 


The tulip knob now is 
available in Dexter wood 
screw and Girder lines for 
the first time. The addition 
of the tulip knob to these 
lower-priced lines makes pos- 
sible the use of the stylish 
knob with any Dexter lock- 
set. The two lines feature 
functions for all interior ap- 
plications including patio, 
privacy and passage locks. 
Dexter Lock Div. 
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20 


Ceiling Heater 


A new, surface-mounted 
heater extends only 5%” 
from the ceiling. The unit 
heats two ways: with direct 
heat from the element (1000 
watts—3412 BTU) and 
with reflected heat from the 
anodized aluminum reflec- 
tors. It mounts the same as 
a standard lighting fixture 
with 60° C house wire. The 
model pictured above has a 
list price of $18.75. NuTone. 
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Flower Bed Borders 


Individual wicket in Har- 
lequin design pictured above 
is one of three styles in a 
new line of flower bed bor- 
ders. Wicket is 18” high x 
27” long, has white enam- 
eled steel rod frame with 
square random colored me- 
tal panels. It’s ideal for 
walks or patio trim. A fully 
assembled fence, 18” high x 
10’ long, also is available. 
Dalton Mfg. Co. 
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A 3-in-1 unit consisting 


of a padlock, hasp and 
screws blister-packed on a 
colorful card is announced. 
Two padlocks are available: 
laminated steel as shown in 
photograph above and brass- 
plated die-cast alloy. Rug- 
ged steel hasp is 342” x 1%”. 
Seven screws are included. 
Literature now is available 
to lumber dealers. Slaymak- 
er Lock Co. 
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TREE 
ofit—FAST! 


Set it up in any 14” circle in the store and watch the Red 
Devil Tool Tree grow profits on all four sides. 
¢ The Tool Tree is a COMPLETE Paint-up Patch-up tool 
department. 
e It is an attractive, FOUR SIDED, modern display that 
REVOLVES at a touch. 
e The entire inventory—28 high-demand items—is on dis- 
play... NO EXCESS STOCK. 
* QUANTITIES of items are based on actual TURN- 
OVER records, and 
¢ The TINY SPACE (14” circle x 68” high) yields better 
than 40% profit. 
YOU GET ALL THESE TOOLS... © $59.86 profit. Cost to you: $89.36. Retail $149.22. 
Display is free ¢ Packed in 2 cartons. Shipping weight 75 lbs: 
6—P13-11/4F Putty Knife 6—-WT!1 Window Tool Why not 7% a Red Devil Tool Tree on a little spot in 
6—P13-11/4S Putty Knife 6—UP2 Utility Patcher your store: It will grow profits for you... year ’round. 
6—P13-3F Wall Scraper 6—RK1 Razor Knife For more information about the Tool Tree, or any of the 
6—P13-3S Wall Scraper 6—UK55 Utility Knife other Red Devil display merchandisers, contact your Red 


6—P13-4F Spachtling Knife 6—MC-11/2 Molding Chisel : 
6—P13-5F Spachtling Knife ¢ 216 fa atieser Devil Jobber. 02s 
6—P103-1 1/2F Putty Knife 6—*40 Wood S 

6—P103-3F Wall Scraper ood scraper 


6—P103-4 1/2 Wall Scraper 6—*50 Wood Scraper 

6—P103-6 , Wall Sevaner t2=*% Wood Scraper Blades e 

12—*023 Glass Cutter 12 pr.—*1 1/2 Wood Scraper Blades e 
6—DS1 Dragon Skin 12 pr.—*2 1/2 Wood Scraper Blades 


6—*#9S Holder with 12—RS23 Razor Scraper 
Dragon Skin 2cds.—RSB1 Razor Blades UNION, N. J., U.S.A. 
6—*9A Sandpaper Holder 1 doz.—*10 Push Points 


= World's largest manufacturer of painters’ and glaziers’ tools—since 1872 
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Hardware - Store Business 


Mechanics Tool Case 
A new tool case is made 


Two New Finishes 
New satin-smooth finish- 


NEW PRODUCT PARADE 


(begins on page 20) 


FORESTER 
WOOD PRESERVATIVE 
7 


pags RET Ya 
Since 1087 


Forester sanetiiinad 
A new wood preservative 


Piggyback Lock 
A new double locking de- 
vice is trade-named Lok-’N- 


and water repellent, called 


of hard vulcanized fiber with es on Amerock’s new colon- 
Forester, contains a new 


top-grain leather handle. ial design are announced. 
Weighs only 6% pounds The new pattern is offered 
Tool pockets are made of in Antique Copper and 


Lok. It consists of an adapter 
wonder chemical combina- that fits all standard diam- 
tion of Butinox and Aldrin. eter and threaded cylinders 
heavy-duty woven fabric, Antique English finishes. It is said to be twice as toxic and a powerful key lock 
riveted into lid. Zippered Matching items in the new to insects and fungi yet less that snaps on the basic mor- 
pockets hold small tools line include a_ pull, knob, toxic to humans and ani- tise or rim cylinder lock for 
The bottom of the case is “H” hinges and “HL” hing- mals than the usual penta- double protection. Just a 
divided to accommodate test es for both flush and %” chlorophenol based preserva- screwdriver is needed for in- 
equipment and larger tools offset doors, and a_ semi- tives. Easily applied by dip- stallation. List prices be- 
Case retails for $24. Tech- concealed hinge for %” inset ping, brushing or spray gun. gin at $3 for a complete 
nical Tool Case Co. doors. Amerock Corp. McDougall-Butler Paints. unit. Precision Lock. 
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COUNTER TODS 


Paint-up, Patch-up Tool Center 

Called the Tool Tree, a new merchan- 
diser is available free to dealers with the 
purchase of the tools. The four-sided, re- 
volving Tool Tree contains an inventory 
of 28 different items. 

The display fits in any 14” circle of 
floor space. It is 68” high. Yielding 
$59.86 profit with each turnover, the 
Tool Tree costs a dealer $89.36. Dealer 


@ made of kiln dried northern 

hard maple 

® hes ise mm. ee with 

° sec tscet * in | ag profit is 40% of the retail return of $149.- 
b , 9 . , rth S 


— se / 22. Among the tools are: putty knives, 
standard zs: ware. Sane molding chisels, wall scrapers, window 


tools, glass cutters. Red Devil. 
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to 96” long, 25” 
Ps Fe foe ee a 
able from stock 


For more facts, 
use handy back 


“WS cover coupon. 
Su 
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EXTRA WALUE" FASTENERS 


* EXCLUSIVE 

RED FIBRE DISC 

KEEPS DIRT OUT 
OF THREADS. 


KEYSTONE® AMOND-P-© = corto Paz 
EXPANSION SHIELDS LAG SCREW SHIELDS WoLLOW WALL 
ANCHORS 


Exclusive Nutstop “Exclusive 4-Directional #5 Times 
Prevents Expansion Fits Greater Thread Area... 


Nut Pullout. Irregular Holes. No Stripping! 


DIAMOND PLUS More Than 500 Other Items 
SPRING 6 With “Built-In” Extras 
TOGGLE DO' PLUS Exclusive Pole Line Hardware 


“C,. FREE SAMPLES 


and Pocket Guide to Better Fastening 
Send Request to: 


*patented Feature: 
Wings Form Truss; 
Don’t Bear on Bolt. 


DIAMOND EXPANSION BOLT CO., INC. 511 North Avenue, Garwood, N. J 
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major 
N EW home-building 
improvement 
Hix LOK 
i (patent 
j applied for) 
' 
; 


for removable, double-hung, | 











standard 


WOOD SASH 


featuring exclusive spring 
balance channels extruded 
directly into the frame. 
Many important advantages 
for the building materials 
dealer... home builder 
..and buyer! 

Send for 

details. 














Write today 


WELLS ALUMINUM 
CORPORATION, North Liberty, ind. 
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Every Handyman 
Needs a compact, 
easy-to-carry 


Display them for easy sales! 
Snap a die head in the ratchet 
ring ... cut the thread ... it’s 
as simple as that! That’s why 
your home and farm customers 
want a RIfAID drop head 
threader for fast, easy pipe and 
conduit threading. Heads can’t 
fall out . . . dies reverse 
quickly for close-to-wall 
threading. Finest quality 
RICAID long wear- 

ing dies. Straight 

Thread dies 


available. 


Order from your 
Wholesaler! 


Hand Carrier Free With All Sets Except No. 12-R 


( Order in sets or any combination) 
Exposed Ratchet Type 
For pipe— e"" to 1° —OO-R 
Ye’’ to 1%4""—111-R 
Y%"’ to 2’°—12-R 
For bolts— 4°" to 1° —00-RB 
Enclosed Ratchet Type 
For pipe— “e"’ to 1’°—O-R 
Ye" to 1%4""—11-R 
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IT" LL Pay you ZS SPECI 





GOLD MEDAL LUMBER 


Pickering starts with fine natural quality in the tree... 
and maintains this quality throughout all operations 
assuring 


manufacturing, drying, grading, shipping . . . 
you the bestin... 
SUGAR PINE, PONDEROSA 
WHITE FIR, INCENSE CEDAR 











GOLD PLY PLYWOOD 


You get the best in Plywood when you specify Pickering 
Gold Ply Plywood. Finest equipment. Quality control, 
assured DFPA grade stamped. Make your next order 
read Gold Ply Plywood. 

BOTH YOU AND YOUR CUSTOMERS WILL BE 
WELL SATISFIED WITH GOLD PLY PLYWOOD 





SIFY PICKERING WHEN YOU 


I es 


PICKERING LUM™MBPER CORPORATION 
Standard, Calif. (Near Sonora, Calif.) 


Telephones: Sonora JE 2-7141, Tuolumne WA 8-4213 « TWX: Sonora 116-U 
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YOUR OWN 
HOMEOWNERS 
CATALOG 


major 
N EW home-building 
improvement 
Flex. LOK 
(patent 
applied for) 


for removable, double-hung, 
standard 


WOOD SASH 


featuring exclusive spring 
baiance channels extruded 
directly into the frame. 
Many important advantages 
for the building materials 
dealer...home builder 
..and buyer! 

Send for 


Write, Wire, Phone Today for FREE Be details. 
Copy and Details—No Obligation 


NATIONAL CONSUMER PUBLICATIONS 


148 E. Lancaster Ave. * TRinity 8-2757 °« 





Featurin 1g 


4 Color Cover 
36 Pages, 8Y2” x 11” 


@ Your Products 
@ Your Brands 
@ Your Prices 





Cost to you 
only 


| 5" 


*EVEN LESS IN 
LARGE QUANTITIES 








@ Your Name on 
Cover and 
every page 

















Write today 


WELLS ALUMINUM 
CORPORATION, North Liberty, ind. 





Wayne, Pa. 
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Hardware - Store Business 


ROUNDUP OF 
sen «=: UNE—oI OP 
=e HME CENTER 
= STORES 


Merchandiser ) 








HE PARADE of new stores and showrooms for building 
materials and related lines is a continuing development. 
Today many of the new stores for lumber and building 
materials merchandisers are professionally designed. The 
foremost architectural firm in the industry is James N. Lin- 
denberger Associates, Inc., architectural consultant to this 
magazine. 

Nearly all of the modern stores pictured on the following 
pages are designed for both self-service and service retailing. 
In most cases the emphasis is on sales to consumer, although 
dealers also use the stores to help builder customers. The 
stores are located in a variety of communities—rural, small 
town, city and suburban—showing that the one-stop Home 
Center trend is spreading to every type of community. 

Good products, properly displayed, increase sales and 
reduce selling costs. Combined with buildings which are in 
themselves displays of building materials, new retail stores 
provide an effective tool to gain DSC (Dealer Sales Con- 
trol), the management principle described on page 5 in 
each issue of BMM. 


THE EDITORS. 
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NEW ONE-STOP STORES 


ROUNDUP 


Maximum Volume, Low Overhead 


° That is the goal of Arthur King's new layout on a 4'/2-acre tract in 
Duluth, Minn. New architect-designed showroom, enormous lumber 
mart and a whole series of mill, millwork and storage buildings comprise 
this complex. 


* King, who already had an excellent builder and custom millwork busi- 
ness, is now prepared to give homeowner customers the ultimate in 


full-line materials and services. 


* Details on page 28. 


(see p. 5) 


* ea 
AERIAL VIEW of new Woodruff Lumber Co. layout in Duluth, Minn., which occupies 41/2 
acres. No. 1 is 4,000 sq. ft. store-showroom-office; No. 2, is 10,000 sq. ft. skylighted lumber 
mart; No. 3 are the two 100’ long covered lumber trees; No. 4 is the 7,400 sq. ft. millwork 
warehouse, the only original building on the site; No. 5 is covered storage area of 7,000 
sq. ft.; No. 6 is 5,000 sq. ft. mill; No. 7 is stationary crane and railroad siding; No. 8 is 
sey assembly area; No. 9 is customer parking and pickup areas; No. 10 is the open storage 
yard. 
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FLOOR PLAN of showroom (4,000 sq. ft.) and lumber 
mart (10,000 sq. ft.) with planning center, model 
rooms and office space opened by Woodruff Lumber 
Co., Duluth, Minn. this year. 





CLOSEUP VIEW shows dramatic use of 8”x26” fir timbers supporting the 2”x6” wood deck 
for clear spans of 40’. Exterior siding is resawn clear redwood. Extreme left, model recrea- 
tion room, one of three model rooms being used to sell complete remodeling packages. 


TURN PAGE 
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10,000 SQ. FT. LUMBER MART has seven aisles like the one shown in this picture. Lumber and molding are stacked in adjustable 
racks. Every item is piece-priced with gummed labels; departments and products identified with plastic peg letters. Specially-de- 
signed merchandisers (right) are used to display 4’x8’ plywood sheets, also hardboards. Mart is well lighted with fluorescent strips 


and skylights. 


DULUTH, MINN. 
OODRUFF LUMBER CO., 
forced to move when their 
property was absorbed by an inter- 
state highway extension, selected a 
junk yard location three blocks nearer 
the heart of the city as their new site, 
wrecked all but one structure and 
erected a new series of buildings in- 
cluding a 4,000 sq. ft. store and show- 
room and a 10,000 sq. ft. lumber 
mart designed by James N. Linden- 
berger Associates, Inc. 

As a result of their new layout, 
Woodruff Lumber, a 77-year-old 
family-controlled company headed by 
Arthur King, is achieving more effec- 
tive Dealer Sales Control. The firm 
had done $1 million volume with 
builders, but had practically no home- 
owner business. 

King is now building a substantial 
homeowner trade with expanded store 
departments led by the 10,000 sq. ft. 
lumber mart described in the accom- 
panying picture. 

Woodruff Lumber has long been 
famous for its extensive inventory of 
long-length timber, planking and shor- 
ing and for special imported hard- 
woods. Many of these items, rarely 
stocked by the average dealer, are 
regularly shipped by Woodruff into 
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Canadian provinces and as far away 
as Iowa towns. 

Besides the store-showroom-office 
building, the new layout also includes 
two 100’-long covered lumber trees; 
a completely equipped new mill with 
heavy timber resaw, dressing and siz- 
ing machinery; molders and planers 
and a shaving and sawdust collection 
system. A _ stationary crane between 
siding and mill dock is used to unload 
heavy timbers. 

A covered storage area of 7,000 


nos see 
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sq. ft., skylighted and enclosed on 
three sides, connects the mill and 
millwork warehouse, which is used to 
store hardwoods and lumber items be- 
fore and after milling. 

The clear-span millwork warehouse 
using steel trusses is the only original 
building on the new site. The exterior 
will be altered to conform with the 
new buildings. 

Residential land development next 
year is King’s new step toward maxi- 
mum Dealer Sales Control. 


PULL-OUT DISPLAY of 
paneling, folding 
doors and windows 
makes selection easy. 
Corner of planning 
center is seen at ex- 
treme right. Show- 
room fixtures were 
planned and detailed 
by lLindenberger As- 
sociates, architectural 
consultants to BMM. 
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FALL-OUT 
SHELTER 


are fast becoming 


...BE THE FIRST 


in your area to sell this complete line 
of necessary equipment . . . Available 
to you now from one reliable source. 


THE LAU BLOWER COMPANY 
2027 Home Ave. «+ Dayton 7, Ohio 


Rush us complete information on the COMPANY NAME 
complete line of Lau Fall-Out Shelter COMPANY ADDRESS 


Accessories. 
REQUESTING INDIVIDUAL 
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NEW ONE-STOP STORES 


ROUNDUP 











SHANNON LUMBER CO. has a 350’ frontage on a busy metropolitan street and is one city 
block in depth. A 50-car parking lot at left side of store is available for the convenience of 
contractor and newly-won consumer customers. Remodeled retail store, 32’ x 60’, at left, ad- 
joins a new 140’ x 24’ x 60’ homeowners’ Lumbermarket. 


Contracter Yard Woos Homeowners 


GRAND OPENING!* 


SHANNON 


HOMEOWNERS’ 


“LUMBERMARKET” 


CHICAGO 
HOUSANDS of city dwellers 
demonstrated their hunger for 
home improvement products and serv- 
ices by tramping through Shannon 
Lumber’s new Lumbermarket and re- 
modeled showroom to view the huge 
variety of building materials and spe- 
cialties during a week-long grand 
opening late in September. 

“By the end of the week, at least 
one-half of them had made _ pur- 
chases,” said Edward J. Shannon, 
president and owner. 
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* “If you want to win the woman shopper, 
just set up some full-size model rooms, 
completely furnished, said president Ed- 
ward J. Shannon. 


* “Our contractor customers are applaud- 


ing our remodeled showroom. It is saving 
them a lot of time in selling a customer,” 


Shannon said. 


Full-page advertisements in a met- 
ropolitan newspaper pulled the urban 
homeowners to the grand opening. 

Augments contractor trade. For 22 
years, the firm had catered primarily 
to a large-volume builder business. 
Yearly gross sales hovered around 
the $2 million mark. 

“Ninety percent of our sales were 
to builders, with only a sprinkling of 
them to commercial and remodeling 
contractors; 10% of them were to 
neighborhood do-it-yourselfers,” said 
Shannon. 


“Early this year we decided to aug- 
ment our contractor sales with more 
consumer business, but realized it was 
difficult to attract consumers to our 
contractor operation,” he explained. 

It was at this point he turned to 
BMM'’s architectural consultants, 
James N. Lindenberger Associates, 
Inc., who designed the new Lumber- 
market and remodeled showroom. 

New products. For the first time, 
Shannon Lumber is introducing an 
extensive paint department, with 

(continued on page 32) 
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NEW 6,100 SQUARE FOOT homeowners’ Lumbermarket 
is L-shaped, as shown in sketch. The new area is inte- 
grated under one roof with firm's existing warehouse 
(left below) and offices-area shown at far right. The 
2,000 square foot retail store was also remodeled. Cost 
of conversion to one-stop Home Center was $30,000, in- 
cluding store planning fees. 
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HOMEOWNERS’ LUMBERMARKET as viewed from the patio sales area. Overhead glass 
door shown above is one of five installed alongside pickup parking area for the con- 
venience of urban and contractor trade. Huge stocks of plywood, millwork, electrical 
and plumbing supplies, hardboards, ceiling and floor tile, etc., are all handy for 
pickup sales. 
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TURN PAGE 


BIG-TICKET remodeling sales are pro- 
moted by signs and full sheets of panel- 
ing, which are a traffic-stopper, finds 
president Edward J. Shannon. Each sam- 
ple sheet slides along track for full view- 
ing, yet sizable section of each sample is 
always visible. 


Eee 
+ s 3% 
: :* 


‘amo | 
FULL-SIZE KITCHEN features brand name 
cabinets, built-in range and oven and 
sink. Kitchen planning and sales special- 
ist John H. Fahy, above, has been added 
to Shannon's staff. 
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Contractor Yard 


Woos Homeowners 
(begins on page 30) 





paint mixing machine; power tools; 
electrical and plumbing supplies; lawn 
& garden tools. Hardware lines have 
been expanded and regular lines dis- 
played on new fixtures and in more 
depth than before. Both service and 
self-service are featured. 
“Consumer cash sales have spurted 
well over 100%,” said Shannon. 
Assisting him in his new venture 
are his son, Edward J. Shannon, SJr., 
vice-president; and a brother, Nor- 
bert J. Shannon, secretary-treasurer. 
Showroom. Model rooms in this 
area include a full-size kitchen featur- 
ing cabinets and built-ins; a study- 
den, completely furnished; and a bath- 
room showing plumbing equipment. 
For the convenience of its con- 
tractors and newly-won urban trade, 
Shannon Lumber is remaining open 
from 7:30 a.m. until 8:30 p.m. Mon- 
days and Thursdays; until 5:30 p.m., 


Tuesdays, Wednesdays and Fridays; 


until 4:00 p.m. on Saturdays; and 
from 9:00 a.m. until 1:00 p.m. on 
Sundays. 
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MODEL ROOMS face busy street 
and are pulling heavy walk-in 
traffic. Shown at right in a 
flexible study-den, completely 
furnished, are vice-president 
Edward J. Shannon, Jr. (left) 
and secretary-treasurer Norbert 
J. Shannon. 


SELF-SERVICE LUMBERMARKET is 
exceptionally clean in appearance, 
although many signs are used. 
Lumber items are clearly identi- 
fied, piece-priced and sold from 
A-frame fixtures; bag goods are 
palletized; a great variety of 
moldings up to 14’ are displayed. 
Note use of 8’ x 10’ corrugated 
fiberglass skylights for natural 
lighting and floor of blacktop 
surfacing for easy housekeeping. 
Scene is taken from checkout 
counter. 


CENTRAL CHECKOUT COUNTER at right in remodeled showroom is manned by two 
cashiers and is fully visible from the Lumbermarket. New home planning center, 
partly visible at far left, is in full view of salesmen who can quickly give any as- 
sistance needed by a customer. Interior walls of remodeled store are constructed of 
V¥,"-thick limed mahogany paneling and \4”-thick perforated hardboard. Ceiling 
of 1” x 6” wood egg crate has become a ‘‘conversation piece’’ among Shannon 
Lumber customers. 

Contractor service desk is adjacent to separate contractor entrance in firm's 
existing offices-store area. 
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YOUR GUIDE TO GREATER CEILING PROFITS 





9 Dealer-Proven Ways 
to Put Network TV Advertising 
to Work for You 


In and around Chicago last October 11th, some 
492,000 families watched Armstrong Circle Theatre 
—CBS-TV. In Denver that evening, 61,000 families 
saw the same show. Throughout the country, 
20,000,000 people watch Circle Theatre regularly. 
And every time this top evening program is on, a 
lot of people right in your area are being interested 
in new Armstrong ceilings. But it’s up to you to get 
these good prospects to come to your yard—to turn 


them into your customers. To help you do this, we 
asked successful dealers how they get the full sales 
benefit of Circle Theatre’s advertising power. Here 
are some of the techniques they use. 


1. YELLOW PAGES CATCH NEW 
CUSTOMERS FOR PEERLESS LUMBER 


If No Answer Call. » 4-10 vere 
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Peerless Lumber Company in Louisville has found 
that the Yellow Pages provide a unique way of 
directing prospects to its yard. Circle Theatre 
viewers are urged to look in the Yellow Pages to 
see who carries Armstrong ceilings. They do. And 
when they do, they see the Peerless ad. It costs 
Peerless only $144.00 a year, yet it provides an 
effective link between the yard and Circle Theatre. 
It’s a good idea to place your Yellow Pages ad next 
to the dealer listing, because that’s where people 


will look first for ceiling dealers. Be sure you 
include the type of information prospects would be 
looking for—installation services offered, types of 
ceilings handled, store hours, credit information. 
When prospects call, don’t let the opportunity be 
muffed by poor telephone salesmanship. Make 
sure your people know how to sell over the phone, 
as well as person-to-person. 


a. DIRECT MAIL PROMOTES 
SPEAR LUMBER CO.'S COMPLETE 
LINE OF BUILDING MATERIALS 
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The attractive catalogue you see above is used by 
Spear Lumber Company, of West Suffield, Conn., 
as a direct-mail piece to promote a wide range of 
building materials. To tie in with Circle Theatre, 
the famous Armstrong logo is featured in the ceiling 
section, with a variety of Armstrong ceilings, along 
with prices and good selling points. With direct 
mail, you can either saturate your entire selling 
area or pinpoint individual homes. From your local 
direct-mail service, you can get lists of hot, lively 
prospects—people who are currently buying or 
remodeling —from building inspectors, realtors, and 
similar sources. 





>, NEWSPAPER ADS SPUR 
IMMEDIATE INTEREST FOR FULTON 
LUMBER OF CANTON 


Special offers—such as the free furring strips and 
nails offered in this ad—stimulate buying interest 
and get people to come to Fulton. Whenever you 
are running newspaper ads remember these three 
basic and essential points: 1) Advertise consistently. 
2) Give each product enough space to do it selling 
justice. 3) Keep in mind the questions customers 
usually ask you. Things like, ‘‘Do you offer time- 
payments?,” ‘Do you deliver?,’’ “Are ceilings 
actually easy to install?”, “Do you provide in- 
stallation?”’ 

Fulton Lumber as well as many other dealers have 
found that the most effective time to run a ceiling 
ad is right after Circle Theatre—the next day, if 
possible. This makes the most of the interest 
stimulated by the Armstrong ceiling commercials. 


4. BILLBOARDS TALK IT UP 
FOR CHASE-PITKIN HOME CENTER 


The people at Chase-Pitkin, Rochester, New York, 
say that this billboard delivers a lot of business for 


the relatively small amount of money it costs. It’s 
a real eye catcher—clever and fun, yet simple and 
very effective. As people drive by, they’re reminded 
of the ceiling sales messages they’ve seen on Circle 
Theatre. And when they’re ready to buy, Chase- 
Pitkin springs to mind. When considering bill- 
boards to promote your business, make sure that 
they’re put up along well traveled roads. 


>. BILLBOARD ON WHEELS WORKS 
ALL OVER TOWN FOR CITY LINE 


Let us quiet ond beautify your home with o new 


Armstrong CEILING 
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Here’s an obvious selling idea that all too few 
lumber dealers use. City Line Lumber of Camden, 
New Jersey, has made hay with it, and its truck is 
seen daily all over town. By using the Armstrong 
name on the sides of the truck, City Line Lumber 
is identified with a trusted brand name, linking the 
prestige and quality of the Armstrong name to its 
company’s good reputation. People who have seen 
Circle Theatre on the local station and have been 
interested in ceilings realize the minute they see 
the truck that City Line Lumber carries them. 
The painting job was done inexpensively by a local 
sign painter. Why not try this hard-working, yet 
low-cost, advertising technique yourself? 





- LOCAL TV PROGRAM 
BRINGS PRODUCTS TO LIFE 
FOR E. S. ADKINS 


ANNOUNCER: You can easily install a beautiful new 
acoustical ceiling like the ones you’ve seen on Armstrong 
Circle Theatre. 


ANNOUNCER: Today we’re featuring the most fashionable 
of all acoustical ceilings. A real aristocrat: Armstrong 
Golden Cushiontone. 


ANNOUNCER: Those little shimmers you see are exciting 
golden accents embedded into the ceiling itself. But Golden 
Cushiontone adds more than beauty to your home—it will 
add quiet, too. For this ceiling soaks up noise—like a sponge! 


ANNOUNCER: Golden Cushiontone is just one of Arm- 
strong’s eight modern acoustical ceilings. Free estimates 
are available for any room. 


A continuing local campaign of TV commercials for 
Armstrong ceilings on their own show, like the 
partial sequence at left, has paid off handsomely 
for E. S. Adkins of Salisbury, Maryland. It ties 
Adkins in with the popularity of Circle Theatre. 
Television gives you an ideal opportunity to show 
how easy it is to install Armstrong ceilings. You 
might have someone from your yard show on TV 
how to install a tile. Nothing elaborate, mind you; 
just putting a tile on a mock-up ceiling. 

It’s also a good idea to concentrate TV ads on your 
current best-seller. Consistently playing up a single 
product is much more effective than scattering your 
shots over a lot of products. 


- RADIO SPOTS PINPOINT 
DO-IT-YOURSELFERS FOR 
LINN S. CHAPEL CO. 


WENY 


ELMIRA’S “Girt” STATION 
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1 Take a look at your ceiling now. “Is it cracked? Js the paint peeling? 
2 Well, you ean put an end to ceiling probkems once and for all, for 

3 surprisingly little money! Just put up a new Armstrong Cushiontone 

4 Ceiling right over the old one, These are the amazing new ceilings that 
5 soak up noise and give your home today's smart new look. At the 

6 Linn ©. Chapel Company, 1040 Caton Avenue, Elmira, you may choose the 

7 design you like best from a large display of patterns. They have the 

8 textured or classic cushiontone, and Armstrong's new Silver Cushiontone 
9 that's flecked with silvery accents that scarkle like the stars. 

10 Chapel's, your Armstrong dealer, can show you just how to do the job. 
1! ston at the Linn S, Chapel Company, 1040 Caton Avenue, @lmira, today... 
12 your one-stop shop for home improvement help. 
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CHOICE OF MOST NATIONAL AND RETAIL ADVERTISERS! 


Linn S. Chapel Co. of Elmira, New York, uses short 
announcements on its local radio station to talk 
about ceilings to do-it-yourselfers. With radio, you 
can direct your advertising to specific prospects. For 
instance, in the early morning you might talk to 
men on their way to work. Tell them how easy it is 
to put up a handsome new Armstrong ceiling. Come 
mid-morning and afternoon, you’d be smart to talk 
to housewives, because they’re the people listening 
to radio during these hours. They’re apt to be sur- 
rounded by household clatter, so you could whet 
their appetites for new ceilings by telling them how 
Armstrong acoustical ceilings cut down noise, as 
well as give rooms new beauty. 





- MODEL ROOMS SELL 
PACKAGE REMODELING FOR 
FOREST CITY 


This Cleveland company uses the room you see 
below—and others like it—to sell do-it-yourselfers 


on package remodeling jobs. This one, you’ll note, 
offers complete materials for remodeling a_base- 
ment for $199. It’s a really dramatic, hard-selling 
display, too, because it gives prospects an accurate 
idea of what the remodeling would do for their own 
homes—or what sort of results they’ll get for their 
money. The people at Forest City have found that 
featuring the Armstrong ceilings advertised on TV 
increases do-it-yourselfers interest. The model room 
also enables the company’s salesmen to show people, 
who are interested in this or that individual product, 
how the product looks in final use. It’s ideas like 
this that give a lumber dealer individual distinc- 
tion—that influence new customers and get them 
back to buy again and again. 


- SNAPPY DISPLAYS CUT 
SELLING TIME FOR MERNER LUMBER 
There’s an old saying that goes ‘“‘You can’t sell 
what they can’t see.’’ It’s tried and true, but all too 
often forgotten. The picture above at right shows 


you the Merner Lumber Co., Palo Alto, California, 
showroom. Thousands of products are displayed. 
Yet all are easy to find. The displays are clear- 
ly marked, and always kept in good order. Arm- 
strong ceiling display panels are suspended from the 
showroom ceiling. This saves valuable floor space, 
and shows customers how a variety of Armstrong 
ceilings look when actually installed. 


On the counter, beneath the display, is literature 
about the ceilings and tile samples for customer 
inspection. Several dealers have found it profitable 
to set aside a small area for a continuous do-it- 
yourself ceiling installation clinic. They nail in a 
few furring strips and let customers discover for 
themselves how easy it is to put up a new Arm- 
strong ceiling. An inexpensive, effective merchan- 
dising technique. 


It’s good business for you to turn the people that 
Circle Theatre gets interested in ceilings into your 
own customers. And by using some of these ideas, 
you’ll be able to increase your share of the local 
market—make yourself more money. Armstrong 
leads in advertising and merchandising support. 
Like these successful dealers—PUT IT TO WORK 
FOR YOU! 


NOTE: 

This guide is the first in a series of reports on how Arm- 
strong dealers are using merchandising ideas to sell more 
ceilings. It is presented as a dealer service in the hope that 
it will stimulate you to try these ideas—or develop ideas of 
your own—to sell more ceilings, more profitably. 


FREE REPRINTS OF THIS AD AVAILABLE. 


Write direct to Armstrong, 3911 Rieker Ave., Lancaster, Pa. 


Armstrong CEILINGS 








BIG PROFITS 
“sina can! 


major 
N EW home-building 
improvement 


NATIONALLY KNOWN! 
NATIONALLY ADVERTISED! 
This famous material Is now 

packaged in eye-catching self- 
display cartons for impulse saies. 
15 matching wood colors and 
white for perfect matching of 
atl popular wood finishes. 

For fast turnover, quicker 
profits, display Famowood prom- 
inently. 

If you’re not handling Famo- 
wood now, get the facts today. 


Literature, prices, etc., sent im- 


mediately. 
(Distributor Inquiries invited.) 


FAMOWOOD Is the PROFES- 
SIONAL’S all-purpose plastic... 
Boat builders, furniture makers, 
cabinet makers, etc., have 
found it the one sure answer 
to the never ending problem 
of correcting wood defects, 
filling wood cracks, gouges, and 
for covering countersunk nalls 
and screws. CAN BE USED UN- 
DER FIBER GLASS. 

Ready to use right out of the 
can, Famowood applies like 
putty, sticks like glue; dries 
quickly; won't shrink; takes 
spirit stains, and will not gum 
up sander. When applied 
properly Famowood becomes 
water and weather-proof, stays 
put under adverse conditions. 


Hexyrox 
ALUMINUM 
FRAME =.» 


for removable, double-hung, 
standard a 


WOOD SASH } 


featuring exclusive spring 
balance channels extruded 
directly into the frame. 
Many important advantages 
for the building materials 
dealer... home builder 
...and buyer! 

Send for 

details. 




















Write today 


WELLS ALUMINUM 35) 
CORPORATION, North Liberty, Ind. 
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it’s easy to prepare effective advertisements 
with ADservice mats 


Simplify the job of preparing your ad- 
vertising with easy-to-use A Dservice ad 
mats. Anyone can turn out advertise- 
ments that bring in business, quickly 
and easily with amazingly low-cost 


ADservice ad mats. 


ADservice offers you persuasive copy, 
top-quality illustrations and attractive 
layouts custom-designed by profession- 
als who specialize in lumber dealer ad- 


vertising. 


Used for years by hundreds of the 
best-known, most profitable lumber- 


yards because — 


e ADservice makes it easy to prepare effective 
lumber dealer ads. 
ADservice will cut the time it takes you to 
prepare an advertisement. 
ADservice makes it simple to prepare any 
size ad. 
ADservice offers you hundreds of top-quality 
illustrations for your ads. 
ADservice supplies professional layouts for 
your advertisements. 
ADservice gives you fresh copy for ads that 
is convincing and action-provoking. 


For complete details write today for FREE 
ADservice catalog. Available only from — 


BUILDING MATERIALS MERCHANDISER 





59 EAST MONROE STREET + CHICAGO 3, ILLINOIS 
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NEW ONE-STOP STORES 
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showcase of Lloyd's new 2,600 sq. ft. store. Cartoon figures on outside wall at right say: ‘‘Do you 
need anything at Lloyd’s?’’ and ‘‘Lloyd's is your one-stop building center.’’ Company also has new steel-framed warehouse. 


MANKATO, MINN. 


* 
ALK-IN BUSINESS is up and 
mad _ i y ome paint sales have skyrocketed 
since Lloyd Lumber & Supply, Inc. 
opened its new showroom early this 
year in this city of 22,000 population. 
But the most substantial sales in- 


« 
Center is ool For crease is expected in the home im- 
provement department, which did 30% 


of the firm’s total volume last year. 
This year it should be higher, with 


a furnished model rooms as a sales stim- 
> Mm O © : Nn ta ulant for the remodeling prospect. 
“According to what I’ve read,” 
said president Robert J. Lloyd, “our 
home improvement vclume on a per 
person basis is nearly twice what na- 
tional figures show. We probably put 
Good personnel is more important than a extra effort in helping customers line 
, ; up financing. 

beautiful store, says president Robert J. Lloyd, who Even with bright sales prospects, 
Lloyd takes a down-to-earth view of 
his new architect-designed showroom. 
Minnesota dealer has furnished model rooms and or ere ee 
good draftsmen to sell home improvements and traffic are the answer to the dealer’s 
problem,” he said. “I don’t subscribe 

new homes. to that notion. 
“It has always been my conviction 
Hardware and paint departments develop pickup that people in the retail lumber busi- 
ey ay Scere ness are far more important to selling 
: (continued on page 40) 


now has both. 
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CUTAWAY HOUSE shows in- 
stalled samples of siding, roof- 
ing, insulation, sheathing, stud- 
ding, windows, doors, tile and 
flooring. It is inside of main 
store and can be viewed by 
paint and hardware customers. 


MODEL KITCHEN is one of the 
big-ticket packages which are 
displayed in the new Lloyd 
showroom. Dealer believes that 
home improvement displays will 
be the most beneficial in terms 
of sales, although paint and 
hardware trade has increased 
from self-service displays. 


RECREATION ROOM model dis- 
play can accommodate new 
panels as needed, keeping the 
display modern and clean. 
Showroom is outstanding exam- 
ple of wall paneling in use. 


TURN 
PAGE 








Home Center is Tool 


(begins on page 38) 





than anything else. We have excep- 
tionally dedicated people in our or- 
ganization. 

“I think that good people can oper- 
ate out of far less than what we have 
now,” added Lloyd, “and still do an 
outstanding job. I consider these new 
displays as simply another sales tool 
for us—they give our salesmen some- 
thing better to work with. 

“If this building has done anything 
for us, it has put us more on our toes 
We have to work harder to handle 
more sales.” 

Designed by James N. Lindenber- 
ger & Associates, the new building is 
90’x36’ with a 40’x8’ section jutting 
out in front. Offices occupy 1,100 sq. 
ft. to the rear of 600 sq. ft. of model 
room displays. The sales area covers 
2,000 sq. ft. 

The furnished 
kitchen, recreation 


model rooms are 
room, den and 
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ISLAND DISPLAYS for hardware and paint products are mobile in Lloyd's 2,600 sq. ft. 
store. They can be easily rearranged as needed. Store traffic has increased substan- 
tially for the pickup merchandise. 


4 
boys’ room. Prefinished paneling and 
wood doors are mounted on overhead 
track. Mobile display counters are 
mounted on casters so that store lay- 
out can be quickly changed for season- 
al merchandising and promotions. 

Lloyd Lumber claims to have the 
most complete line of builders’ hard- 
ware in southern Minnesota, with six 
separate kinds of locksets and 100 dif- 
ferent types of cabinet pulls. In 
60 days, a new paint line sold as 
much paint as Lloyd Lumber did all 
last year. 

Building activity. Lloyd Lumber 
builds no houses itself, but does offer 
credit to speculative builders. 

“We feel that our accounts receiv- 
able are part of our working inven- 
tory,” said Lloyd. “In other words, 
contractors need our financing help 
just as much as they need our lumber.” 

Lloyd believes that free architec- 
tural service has been a valuable sales 
tool in building new-home volume to 
about 40% of the total volume. Chuck 
LaGow and Bud Bertrand are good 


draftsmen on both home improvement 
and new construction. 

Lloyd Lumber is a Pruden dealer 
and recently completed a steel-frame 
millwork building and is setting up a 
wood truss manufacturing operation. 

“We feel this truss business has real 
possibilities,” Lloyd added. 

Promotion program. Lloyd budgets 
about 142% of sales for advertising. 
He uses mainly newspaper space, 
finding TV too expensive. Radio time 
has brought good results in recent 
months. A 16-page newspaper supple- 
ment with specials was used for the 
grand opening last May. Double trad- 
ing stamps were offered with sales of 
advertised specials. 

Bob Lloyd and brother, Dick, started 
their business in 1946 with money 
they had saved from war service. Bob 
bought Dick’s share in 1952. 

“Frankly, we’re somewhat the prod- 
uct of our times,” says Bob. “I’m sure 
that, considering what we had to start 
with, we couldn’t have opened the 
business in any other period.” 
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NEW ONE-STOP STORES 


ROUNDUP 





BEAUTIFUL NEW SHOWROOM known as Durham (N.C.) Build- 
ing Center and Kitchen Creations, divisions of the West Durham 
Lumber Co., now under construction. Opening is scheduled for 
mid-March, 1962. The new building features second-story 
warehousing at railroad car bed height from the rear, with a 
floor support of 200 Ibs. per sq. in. Office and showroom area 
is 8,800 sq. ft. Designed by James N. Lindenberger Associates, 
Inc., Chicago, architectural consultants to Building Materials 
Merchandiser, the almost-clear span structure will use glass, 
brick and redwood as principal materials. Russell N. Barringer 
is president and A. L. Caldwell, secretary-treasurer of West 
Durham Lumber Co. 


MODERN VAULTED ROOF with sales patio in front 
is part of the new Standard Lumber Co. Building 
Center in St. John, Ind., stretching along Highway 
41. Contractors and homeowners can buy all their 
building needs from components to home improve- 
ment packages at the one-stop center. For com- 
plete story, see your Nov. 6th, 1961, issue of 
BMM. 


a 
— 


HOME PLANNING CENTER for Best Built Co., Chicago, occu- 
pies 2,700 square feet and includes furnished model rooms and 
thousands of combinations of ideas, materials and plans need- 
ed to complete shell homes, build new ones or remodel older 
homes. Showroom contains a scale model home 12’ long, % 
high and 6’ deep, making it possible to compare 10 different 
roofing materials with six different siding materials. Prospects 
. can view 25 different ceilings matched against any one of 200 
a different floors. 


shot OER 
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NEW ONE-STOP STORES 





ROUNDUP 


Yard Remodeled for Cash-and-Carry 


Country dealer converted to cash-and-carry when burgeoning suburbs 
on Chicago's south side dictated a new business climate and method of 
developing and holding customers. 


MOKENA, ILL. 
cc] f you want to woo Mrs. Surburbanite, let her select 
I her building materials from attractive displays and be 
sure they are piece-priced and clearly identified,” said 
secretary Bill Welsch, Welsch Lumber Co. “Since our 
conversion to c&c, as high as 30% of our customers are 
women.” 
Bill Welsch now knows a decision in 1960 to switch 
from a conventional to a c&c system was the right one. 
This year gross sales will jump to a hefty $500,000. 


His success formula is a rigid, one-price c&c policy 
which brings suburbanites, contractors and farmers to his 
yard in this small community of 1,300 from as far distant 
as 40 miles. 

Welsch Lumber was established in 1950 as a conven- 
tional yard by Bill’s father, president Walter Welsch, and 
Elias Brown, the firm’s manager. Their new c&c operation 
keeps them hustling from 7:30 a.m. until 5 p.m. Mondays 
through Fridays and until noon on Saturdays. 

(continued on page 44) 








STORE 


Ace S56 Cm eS 





CASHIiEas € 
recer ric 


NEWLY-REMODELED 3,120 
square foot lumber market 
shown at top of sketch adjoins 
retail store-offices area (left) 
under a single roof. The 1,600 
square-foot retail store also 
was remodeled. Conversion to 
a cash-and-carry store was 
mostly a do-it-yourself project 
for secretary Bill Welsch and 
staff. Cost, including store plan- 
ning fees, was around $30,000. 
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THE CALDER *44 


8’ x7’ ; 
di x ie oe 
“WASHINGTON” 


Torsion Spring Drive 
16’ wide, 6°6” High 12059 


44> 
4g 





| STEEL OVERHEAD... 


8x7’ . 
GARAGE DOOR 
WEATHERSTRIP 


POLISHED must mc 


DOOR LOCKS 


(ry laf 


BEDROOM LOCK SETS 945 
BATHROOM LOCK SET . 387 


Push button inside 
atside in emergency 


205 
DOOR HINGES 


FOR HOUSE DOORS 


Plated Removable Pin 
Price Includes Screws 


314" x 3". 
or 28” . 60c per pair 
STANLEY HINGE GAUGE 


Insures accurate cut out 


1 side chromed 
can be opened « 


Interior Possage Set 


Bross 


45c per pair 


on door and 


“314 “x 3%" $1.50 


ORANGEBURG PIPE 
resists greases, acids, sewer gat. 
rot, rust or corrode. 

Easy to Handle or ! 

4° x 8 Ft. Length 
Tapered joint with collar 
ORANGEBURG 4” ELBOW 
Many fittmgs in stock at low prices. 


CAST IRON SOIL PIPE 426 
Ea 


4x5", Single Hub 





Comb. Shelf & 
Rod Support 
Sturdy Enameled Steel 


ADJUSTABLE CLOSET RODS 


+4 


Chromium Plated Tubular Stee! 
From 18” to 30” as 
From 30” to 48” . 

From 48” to 78” ...... 


OPEN HOUSE AT WELSCH LUMBER SEPT. 16th thru 23r 


QUALITY COSTS LESS THE CASHWAY! 


NAME-BRAND, NATIONALLY ADVERTISED MERCHANDISE IS YOURS AT LOWER WELSCH CASHWAY PRICES 
SELF-DELIVERY — CASH PAYMENT MAKES THE DIFFERENCE AND THE SAVINGS IS FOR YOU! 


SECTIONAL OVERHEAD 


GARAGE 


9 Ftv 
9 Ft.) 


. THE ROLY Dé 


ai eo 
24s Per Seo 


5 


RUGGED 1-3/8” 
wooD 
CONSTRUCTION 


FEATURING THE FINE 
PAINTS OF THE 


SHERWIN— 


et 


OUR NEW PAINT DEPARTMENT 


a 


. 


| « 


ALLY ADVERTISED ALL AT LOW 
OUNT PRICES 


KEM- GLO 


LUSTRE 

A ENAMEL 

CHOICE OF 27 COLORS 
Nationally Advertised 2.96 Qt. 


Per 


ROADSIDE SIGN visible at left, above, signals entrance to Welsch Lumber’'s newly- 
remodeled yard for cash-and-carry. The firm's c&c customers select their building 


material needs from over 33,000 square feet of showroom and warehouse aredea, 
spread over 14% acres. A 30-car parking lot is provided for customers’ convenience. Wa 
coRedwood board-and-batten siding covers a portion of exterior; 


pecrete porch provides attractive entrance to retail store. James N. 
4tsociates, Inc. designed the remodeled lumber market and retail store. 
60 


eel FOLD 


When Closed 
ack & Pul 


gos. Pivots Ts 
"(FOR 2-12” DOORS) . 2.55 
‘(FOR 2-15’ DOORS) . 2.70 
‘(FOR 2-18’’ DOORS) .. 2.90 
"(FOR 4-12" DOORS) . 3.75 
‘(FOR 4-15" DOORS) 4.10 
‘(FOR 4-18" DOORS) . 5.95 


AMERICAN MADE 
NAILS . NAILS . NAILS 


8 Cooted 

16 Coated 

8 Common 

16 Common 
20 Common 

112” Ring Shank 

Plasterboard 
114" Galvanized Roof 


Many Other Sizes In Stock 
ALSO AV /AILABL E BY _Ppou IND 


METAL BRIDGING 
For 2x8 or 2x10 1129 


Box 200 Pcs. 
LESS THAN BOX... 6 EACH 


with Hing 





VENTILATORS 


revent expensive paint 
peeling and control moisture. 





SHOP AND SAVE 
THE 


CASHWAY 


Phone Mokena 2281 
HUxley 5-2281 





Cartriage Joc ta. 


Mortite All-Puroose Pre 


A FOUR-PAGE direct-mail flyer pulls customers 
to Welsch Lumber's converted c&c yard. Man- 
ager Elias Brown (left) and secretary Bill 
Welsch are shown checking items and prices 
on flyer which their customers receive via 
rural route and P.O. boxes four times a year. 
The firm also uses occasional radio spots and 
some newspaper advertising. ‘We allocate 2% 
of gross sales for promotion,”’ Bill Welsch said. 


canopy above con-% 
Lindenberger As-9555 


.” PLATE MIRRORS 
Hinged Door Cabinet 


1355 
1820 


SLIDING DOOR CABINETS 
tO 

32°° 
WINDOW WELLS 


Opening 


- 1 t ad 
a 14"x20 


ndi 
14°x20" with Flourescent 
Side Light 


s. #50 LIP 


3040 
STEP LADDERS 


$1 ee! Reinforced Tread. 


Corrugated Steps 
7 Ft. .. 6.55 
8.95 


11.15 


Lites. Wall opng 


5 65 10 Ft. 


POLYETHYLENE FILM 
Water Proo> — Grease Proot 
Excellent moisture barrier 


1000 Sc. Ft 10 Ft. Wide 


cl 
SOF $ID soo rs. ons 


Roll 


$3.35 
$3.95 
“GALVANIZED CULVERTS 
6 Gauge ¢ 
10” Size 
12” Size 
15” Size 


trugated 
$1.88 Lin. Ft. 
$2.13 Lin. Ft, 
$2.54 Lin. Ft. 


DING PAPER 

500’ 

500’ 
2400’ 


$5.00 
$5.00 | 
$24.00 | 


THOROSEAL 


WHITE MASONRY PAINT 
Prevents water seepage on any ir 
side o 
Large $0-Lb. Bag will r 

Gallons 


THOROSEAL - White 694 | 


WATERPLUG 


Stops leaks and water under 
pressure in masonry walls. 


12 Lb. Can 


26 Gauge Galvanized 


GUTTERS 


teel meets }.H.A. standards. 
ll give years of 


Slip Connectors 
3° Downspout, Corrugated 
10° Section 
3” Downspout, Square 


WATERPROOFING BRUSH 
Long Fiber. Wood Handle 


75° 
Wolf Read ¢ 

re | CO 
RI. ne 


Prices, 


lems Not Listed Are Usually 
Aveilable At Proportionately low 
Ask Us. We Are Glod To Find It For You 


Cashway 


See Pages 1 and 6 
For Sale Specials 





Ce 


igs | 


STORE CUSTOMERS are invited to serve 
themselves, although clerks are available 
for advice. Salesman George Carlisle 
left) is shown assisting customer at 
firm's new paint mixer. Tickets are 
written at a sales counter. 


\ 


PAINT DEPARTMENT has been greatly expanded at Welsch Lumber. Marianne Kovar 
(above) does double-duty as advice-giver to paint buyers and office secretary. A 
wide variety of paint accessories are also stocked. 


Yard Remodeled for Cash-and-Carry 


(begins on page 42) 


Everything Self-Service in C&C Conversion 





FLOOR THE 


© 6 wh me om 


LYMERITE 


eer 


BRAND-NEW LINE introduced by Welsch Lumber during a week-long open house 
last September was Polymerite floor tile being shown by salesman Edward DeGroff 
(left) to customer. Other national brands featured by Welsch include Armstrong ceil- 
ing tile, Abitibi plateboard, Calder overhead garage doors, Owens-Corning Fiber- 
glas insulation, Certain-teed and National Gypsum products. The firm also stocks 
hard materials: cement, concrete block, steel culverts, penta-treated poles and posts. 
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TOOLS AND HARDWARE display is 
bringing plus business for Welsch 
Lumber. New wall display using per- 
forated hardboard is highly successful 
in winning sales. Free apples to customers 
also build good will. 


SPACE-SAVING tubular metal rack in 
lumber market selling area is used to 
display millwork products. 
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TO LUMBER DEPT 
SHEATHING s01Ne 
FRAMING PLYWOOD 
KUM ORF Dyged/M OER ROOF 


io 


OLD WAREHOUSE revamped into 3,120 square foot modern Iumber and building materials c&c pickup center has 20’ x 50’ 


balcony on which some items are displayed. Note use of custom-designed plywood selector racks along main aisle. Huge 
stocks of prefinished paneling and plywood are ‘‘snapped up like hotcakes’’ by Welsch Lumber c&c customers. ‘‘Gross 
sales of the two items this year will easily reach $50,000,"’ said Bill Welsch. Overhead glass door at right leads to ware- 


house area. 





SALESMEN take customers’ or- 
ders at sales counter, which 
is fully visible from the lumber 
market area as shown in photo- 
graph at right. Welsch Lumber's 
c&c price includes the pulling 
of materials from its vast stocks 
and loading of purchases into 
customer's car. Customers pay 
a 10% handling charge on 
returned merchandise. 
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MODERN BUILDING PRODUCTS DISTRIBUTION 


ALTER E SELCK anu CO 


New $1 Million Automated Warehouse Brings Dealers 


“SUDDEN SERVICE” 


Lumber and building materials retailers are among the prime customers of Walter E. 
Selck and Co., Chicago building products, hardware and specialty wholesaler (and 
manufacturer), whose new warehouse offers automated service for some 4,000 
items. Here is what the Selck ‘‘Sudden Service"’ brings to dealers: 


- Next-day delivery of products to 
' Chicago-area dealers via _ five 
Centralized dispatching to speed Selck-leased Ford trucks. 

order processing. 


1. Instant order fulfillment. 


a 8. Emergency delivery of products 
A new, 300-page “Selck Line to Chicago-area dealers via a cus- 
catalog, soon to be issued. tomer-service station wagon. 
Up-to-date new product sheets Combination showroom and “will- 
and price changes from a newly- call” department for dealers and 
mechanized printshop. dealers’ customers. 
A $1 million, fingertip inventory 10. A 60-car parking lot for custom- 
of building products supplied by ers’ convenience. 
75 major manufacturers. a ee ; oe 
' 11. Special meetings in the firm’s 
Coast-to-coast delivery of prod- downtown Chicago “Attic Club” 
ucts via common carriers. featuring permanent showrooms. 
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CHICAGO 
HE VAST NETWORK of dealers 
served by Walter E. Selck and Co. 
proves that “Sudden Service” is ap- 
preciated. Starting 17 years ago with 
himself and his wife, Rhea, as sole 
employes, Walter Selck’s firm has 
grown to 125 employes and is a top- 
ranking distributor for 75 manufac- 
turers. 

There are more than 7,500 retail- 
ers of various types on the Walter E. 
Selck and Co. customer books. One- 
stop lumber and building materials 
dealers comprise the fastest-growing 
segment of the firm’s customer fami- 
ly. 

To fulfill his promise of “Sudden 
Service,” Walter Selck built the $1 
million headquarters pictured at left 
and on the following pages. 

The 85,000 square foot facility cen- 
tralizes under one roof the firm’s dis- 
tributing and manufacturing opera- 
tions which had occupied four widely 
spaced Chicago locations. 

All office and warehouse fulfillment 
is now coordinated in one streamlined 
operation, located at a focal point for 
tollway and superhighway shipment 


via trucks to dealers in the eight states 
covered by Selck salesmen, as well as 


nationwide delivery. Products in the 
“Selck Line” are drop-shipped to deal- 
ers in the 49th and 50th states. 

Instant order fulfillment. Dealers 
place their orders with Walter E. Selck 
and Co. in five ways: 

By letters. 

By telephone. 

Through Selck salesmen. 

By filling out “Easy Order” cards 
in the “Selck Line” catalog. 

By shopping the “working show- 
room” at the firm’s new head- 
quarters. 

The busy order department is headed 
by a manager, Edward Heinzen, and 
four sales order clerks. They will write 
a dealer’s order for him, if he tele- 
phones. They also check each order 
received via mail or telephone in the 
“Selck Line” expanded catalog show- 
ing product and pricing information 
to make sure each item is listed cor- 
rectly. 

Each order moves quickly to a cred- 
it department, where it is cleared as 
fast as a clerk can flick through credit 
cards contained in a new pushbutton 
Diebold rotary file. 

The “okayed” copy is then trans- 
mitted to a typist where it is transcribed 
onto a 14-part, multi-colored “snap- 
out” invoice form. The “Shipping Jack- 
et” section of the 14-page invoice cov- 
ering the dealer’s order is whisked via 
pneumatic tube to the traffic depart- 
ment for processing in the 75,000 
square foot warehouse. Trafficmen 
immediately dispatch the order via the 
many pneumatic tubes tapping 35 


FOUNDER WALTER E. SELCK, president and treasurer, and vice 
president and secretary James V. Helbling, right, on stairway 
leading to elaborate lobby in new Selck headquarters. Products 
used in the construction of the new plant are also distributed by 
their firm. A brand-new 14,000 square foot addition, along with 
a 20-car parking area for the convenience of employes, is already 
under construction at rear of new warehouse. 


warehouse clerks handling the huge 
selection of available stocks. 

Within only an hour or so, the order 
is translated from a paper memoran- 
dum to specific materials speeding on 
a vast network of automatic conveyors 
to a central packing department. Care- 
ful packing is the final step. The order 
is then loaded onto a_ Selck-leased 
truck or a common carrier to begin 
its swift journey to a dealer’s store. 

Mechanized warehouse. The new 
plant accommodates a $1 million in- 
ventory. 

“We use small industrial electric 
trucks to pull bulk goods stacked on 
dollies in train-like fashion down our 
wide-spaced aisles to central packing,” 
said warehouse superintendent Robert 
Painter. 

“If the bulk goods lend themselves to 
palletization, they are sped to central 
packing via one of our electric high 
lift trucks.” 

Expanded catalog. The most com- 
plete, nationally distributed ‘“‘Selck 
Line” catalog to date will be issued on 
March 1. Its 300 pages will give prod- 
uct data, list prices and show photo- 
graphs of the thousands of products 
distributed by the firm. 

“The new catalog, indexed and tabu- 
lated according to product category, 
will be offered in seven sections to aid 
dealers in quickly locating the prod- 
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ucts they want,” said advertising man- 
ager William R. Wallin. 

“Only the list prices of each item 
will be shown in the catalog,” he ex- 
plained. “This permits a dealer to use 
the catalog as a selling tool when talk- 
ing to a customer, since only the sug- 
gested list prices will be given,” he 
pointed out. 

“Planned as a_ five-year-duration 
catalog, it will be kept up-to-date by 
a constant flow of loose-leaf inserts 
and even whole sections introducing 
new and improved products along 
with price changes,” Wallin said. Pro- 
duction costs for the catalog will be 
$3-$5 per copy. 

From the start, Walter Selck be- 
lieved in advertising, merchandising 
and promotion. One of his early mail- 
ing pieces, for example, clearly set 
forth another aspect of Selck serv- 
ice under the name, “Balanced Buy- 
ing.” The letter offered warehousing 
facilities to “Selck Line” dealers, thus 
saving them the cost of maintaining 
huge stocks of different materials re- 
quired in individual installations, each 
one different. He reminded them 
“their warehouse” was just a few hours 
away from each buyer in the stream- 
lined Selck system of handling orders. 

“Our ‘Sudden Service’ is especially 

Text continued on page 52. 
See pictures on next page. 
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‘Sudden Service” = (begins on page 46) 
































DEALERS ORDER their building products 
by filling out an “Easy Order'’ card, 
above, from the ‘‘Selck Line’’ catalog, 
or they may telephone their needs to 
the firm's streamlined order department 
managed by Edward Heinzen, righi 
above. 


Dealers Use Mail or Phone Order Then 


VAST NETWORK of pneumatic 
tubes in traffic department 
whisks dealers’ orders to 35 
warehouse clerks. 


“Sudden Service’ Starts 








AUTOMATIC CONVEYORS speed materials to central packing 
department. Harold Miller, above,fills dealer's order for hard- 
ware received via the pneumatic tube located alongside con- 
veyor. Note wire carts used by clerk to transport hardware 
items from stock areas to conveyor. 


OCTAGONAL CARTON visible at lower left holds from one to 
five sheets of St. Regis Panelyte high-pressure laminate. 
Carton is innovation by Walter E. Selck and Co. 


PE ae 


CAREFUL PACKING by warehouse clerks in Selck central 
packing department is the final step in the automated ware- 
house for a dealer's order. Bulk goods are sped to central 
packing via electric high lift and small industrial electric 


trucks. 

















WAREHOUSE CLERK Lawyer Adkins pulls end-stacked prefin- 
ished paneling from warehouse stock for shipment to dealer. 
The 75,000 square foot warehouse has zone-controlled hot 
water heat and is fire-protected by an automatic sprinkler 


system. 


; 

WALTER E Seicx a Co. 
Worctarticn, 

\ ounning Paopucrs 


TCI CMe ace aw 
Pre linens > 9280 


WALTER E Seicx @ Co. 
ee Fe 
speeG beoour ry 


CHICAGO-AREA DEALERS receive ‘‘Selck Line’’ products via one 
of five Selck-leased Ford trucks pictured above. Other ship- 
ments are made via common carriers shown alongside busy 
loading dock at left. Pickup area, along with dock, is enclosed 
and heated; accommodates as many as six trucks at one time. 


TURN PAGE 
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Finest Ceramic Wall 
and Floor Tile 
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ngland 














H. & R. Johnson ceramic glazed tiles are produced in Stoke-on- 
Trent, England and have the quality of appearance and endurance 
that only a real clay tile from this area can give. These clays are 
carefully blended with other materials to produce a “body” which 
gives complete uniformity to every tile. The coating of raw glaze, 
put on by an ingenious “waterfall” process and heated to 1050° C 
fuses the glaze with the biscuit tile to form a lasting quality and 
endurance of color that will never fade or change under any con- 
ditions. All our tiles, the standard gauge and the thin tiles (5 32” ) 
have built-in spacer lugs to insure a finished job that is sure to 
please even the most exacting design. The MG series of plain 
colors and the new SFM mottles in satin effects offer beautiful 


color tones to satisfy every taste. 


Write for new color charts and details 


H. & R. JOHNSON, LTD. 


STOKE-ON-TRENT, ENGLAND 


YOU CAN DEPEND ON WA EQUIPMENT & MATERIALS 
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NEW Washington 


"900" LINE 
CABINET HARDWARE 
The low-priced Washington “900” Line intro- 


duces a completely new concept in cabinet hard- 
ware! This line consists of six new items . 


WY ILh two pulls and four knobs. Knobs are available in 
/ two sizes and two stylings .. . the concave Bevel- 
edge and the exclusive convex Conical. The “V”’ 
Pull, with its swept-wing styling, emphasizes the 


HOMEOWNERS modern appeal of the entire “900” Line. Wash- 
ington’s “S” Pull, slim and sleek, accents the 
PREFER freshness in this group of functional designs to 

help sell homes faster. 


r=t—J abd atoicede! 
DISTINCTIVE BUILDING PRODUCTS 


WASHINGTON STEEL PRODUCTS, INC. 


FACTORY & WESTERN SALES OFFICE: 
1940 East 11th St., Tacoma 1, Washington 
EASTERN WAREHOUSE & SALES OFFICE: 
1250 Bedford Avenue S.W., Canton, Ohio 

A Subsidiary of (EKO) Products Co. 


aime 


YOU CAN DEPEND ON Gel® TOOLS, EQUIPMENT & MATERIALS Circle No. 24 on Handy Cover Card 








‘*Sudden Service”’ 


(begins on page 46) 





devised to save dealers thousands of 
dollars in stock investment,” Walter 
Selck said. 

Own printshop. The firm’s mam- 
moth printing output is handled in a 
newly-mechanized printshop. Besides 
the catalog, the shop turns out sales 
literature, cover letters for catalog 
mailings, special promotion pieces and 
regular routine office forms and mem- 
Os. 

A new offset press operated by a 
trained employe provides three-color 
printing. Shop equipment includes a 
small folding machine, plastic binding 
machine, addressing machine, automa- 
tic collator, composing typewriter and 
a headline copy printer. 

William Wallin and his secretary 
prepare copy and do the addressing; 
the press operator takes over every- 
thing else. 

“Two people running the shop now 
do in 24 hours what used to take up 
to 11 days to do,” Wallin said. “And 
they do it at less than one-half the 
cost.” 

All told, Walter Selck allocates 
2.5% of his yearly gross to advertise 


and promote the thousands of prod- 
ucts distributed by his still-expanding 
firm. 

Sales force of 14. The Chicago dis- 
tributor’s dealer program includes 11 
full-time salesmen covering five mid- 
west states: Illinois, Indiana, Iowa, 
Michigan and Wisconsin. 

In a recent expansion step, Walter 
E. Selck and Co. purchased the whole- 
sale firm of J. H. Glover Co. in St. 
Louis. The acquisition resulted in 
three additional salesmen offering 
“Sudden Service” to dealers in south- 
ern Illinois, Missouri, Kansas and Ken- 
tucky. 

The new distribution arm is being 
operated as a wholly-owned subsidiary 
under the name of Walter E. Selck and 
Co. of Missouri. 

“Our job as a distributor is not com- 
plete until the dealer has sold our 
products,” declared dealer sales man- 
ager James A. Butler. “That’s why 
we ask our salesmen to walk a two- 
way street. 

“Going out, their job is service,” 
continued Butler. “They are technical 
consultants ready to assist dealers with 
every problem in addition to carry- 
ing with them the best information 
available on the ‘Selck Line’ of prod- 
ucts. 

“Coming back, they are reporters,” 


From Bottom to Top 

Walter E. Selck has come a long way 
in the industry since he took a sales- 
training course to sell builders’ hardware 
for a Chicago firm back in the early 
1930's. His story, however, actually be- 
gins in Lewisville, Idaho in 1903. He at- 
tended an Indian Reservation School; 
worked and played with Indian children. 

In 1921, he took a job as “nurse-maid” 
to 600 lambs shipped in a stock train to 
Chicago. He arrived with 57¢, his stake 
in “opportunity unlimited,” as he puts it. 


‘ 


Butler said. “They tell us what the 
dealers want, what they need. Or they 
relay questions about dealer problems 
which must be answered.” 

Monthly sales meetings. Salesmen 
meet in Chicago monthly for a gen- 
eral sales forum and product study 
of what’s new on the market. They live 
in their respective territories. They 
work on a commission basis backed 
by a guaranteed minimum salary. 

“The best sales representative is the 
one who gives the best kind of help to 
customers,” Walter Selck says. 

Salesmen help the dealer sell his 
customers through showroom and 
product display. They arrange for spe- 

(continued on page 54) 
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ADHESIVES for 


for CERAMIC THE 


CEMENT SET 
MORTARS | 


White or Gray.. 
Portland Cement 


use. 


.a thin-set 
Mortar for 


interior and exterior walls, 
floors, ceilings. Assure “‘bull- 
dog holding action.” Ready to 


Tec Dry Tile Grout, Stain 
Resistant, Permanent. 
For Interior or Exterior Use. 


CERAMIC TILE MASTIC 





— 


WHITE MASTIC 
SCERAMIC TILE 


WS | Tecunicat Apnesives 





COUNeLg 


Selection of easiest-to-use mastics 
for setting ceramic tiles on plaster, 
dry wall, wood, concrete and ma- 
sonry. Interior and exterior types. 


SEE US AT THE TCAA CONVENTION 


EXPERT ENGINEERING 
SERVICE ON ANY 
TECHNICAL PROBLEM... 
CALL OR WRITE 


3508 Church Street « Evanston, Illinois ¢« ORchard 4-7022 





Circle No. 25 on Handy Cover Card 


November 20, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 





the Ouigiual 
HUDEE sink Frame for 
QUALITY-BEAUTY-ECONOMY 


in Modern Installations 


HUDEE Sink and Lavatory Frames offer wider selection 
. .. With more versatility . . . provide a perfect seal 
with easier installation. HUDEE is the original water- 
tight clamp-down sink frame system in stainless steel 
for all flat rim sinks and lavatories (ovals, rounds 

and three-sided). 


For service, for profits, for quality, for COMPLETE 
CUSTOMER SATISFACTION WITH LASTING 
BEAUTY... 


install HUDEE STAINLESS STEEL SINK FRAMES. 


PATENT NOS. 2,440,741, 2,704,370 


peuother gone product of \ ; } " i ? 119 


WALTER €. 


WALTER E. SELCK and COMPA : “ad SELCK 
71 25 Ww. Gunnison St., Chicago 31, Illinois fi © Shen fg ano company 
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‘SUDDEN SERVICE”’ 
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cial dealer meetings in the firm’s 
downtown Chicago “Attic Club,” 
where hospitality and a panorama of 
permanent exhibits are tied together. 

Here dealers watch progressive 
demonstrations of cabinet hardware 
and attachments; power and hand 
tools; equipment; paneling; ceiling, 
floor and wall tile; counter tops; medi- 
cine cabinets; shower doors and tub 
enclosures; metal moldings and build- 
ing specialties of all kinds. 

Walter Selck makes every effort to 
maintain the reputation of the prod- 
uct exhibits in his “Attic Club” as a 
“preview of tomorrow” for his dealer- 
customers. 

In addition to selling, the salesmen 
constantly collect new prospect names 
and forward them to headquarters, 

bts where they are added to a mailing list 

on a LO Humble beginning. Moving day for 
COMBINATION SHOWROOM and ‘‘will call’ department for dealers and dealers’ Walter Selck was the culmination of a 
customers is manned by two sales clerks. Manufacturers’ product displays on rear goal envisioned by him back in 1944 
wall, along with ‘’Selck Line’’ catalog on counter, assist a dealer and his customers when he took a deep breath and an- 
in making product and color selections. Dealers’ orders are handwritten in the nounced he was open for business as a 


working showroom" by the sales clerks for fast service and typed later for invoic- wholesaler. His first product: stainless 


ing. Pneumatic tube system visible at left taps traffic department for instant fulfillment steel molding. His office force: Walter 
E. Selck and his wife, Rhea. His sales 
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Low costesturdy easy to install §} Low costesturdy easy to install 


backed by K-V’s ; backed by K-V’s 


guarantee of guarantee of . 
highest quality! A highest quality! 


No. 1100 lightweight drawer slide No. 1175 single-track drawer slide 


ideal for kitchen and other home cabinets, available 


in standard package complete with screws and easy- A new low-cost single drawer slide that’s superior 


to-follow instructions. Recommended for loads up to to most double track slides. Recommended for 35 
50 pounds. Bright, zinc-plate finish. Smooth oper- to 50 Ib. load. Fits any length or width drawer. Bright 
ation for life guaranteed by %” nylon rollers. 4%” zinc electroplated finish; extra-large Teflon Roll-ezy 
clearance needed each side of drawer. Stock sizes: bearings. Standard track length: 225%”. 

18 to 23 inches. 


KNAPE & VOGT MANUFACTURING CO. | KNAPE & VOGT MANUFACTURING CO. 
Grand Rapids, Michigan Grand Rapids, Michigan 
Circle No. 28 on Handy Cover Card 
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force: Walter E. Selck. 

Within days after Walter Selck 
opened his doors, he added a book- 
keeper-stenographer. Within a month, 
there were eight people on his payroll. 
And still the orders piled up; the work 
grew ... and grew, and grew. 

Walter E. Selck and Co. also is a 
manufacturer and licensor of the pat- 
ented Hudee Sink Frame and other 
products. To date, the 8% millionth 
Hudee has been installed in sink, cab- 
inet and counter tops all over the 
world. 

Last year, the firm’s annual gross 
sales amounted to a whopping $512 
million and sales are still climbing. 
Fifty per cent of the volume is credit- 
ed to its distributing division; the bal- 
ance to its manufacturing division. 

The Selck team. James V. Helbling, 
vice president and secretary, has been 
helping Walter E. Selck, president and 
treasurer, to direct the fast-growing 
firm since 1947. 

They are assisted by William R. 
Wallin, advertising and sales promo- 
tion manager; James A. Butler, sales 
manager of the distributing division; 
Edward C. Kein, sales manager of the 
national products sales division; Ray- 
mond Brody, purchasing agent; Ed- 
ward Kaiser, accountant and personnel 
supervisor; and Carroll E. Hardebeck, 

(continued on page 56) 


What Dealers Say About "Sudden Service” 


“Walter E. Selck and Co. stocks a huge variety of building products and it 
renders a fast, overnight service. Utilization of its mammoth inventory fills most 
of our needs in building specialities. . . . It’s always a pleasure to have a Selck 
sales representative visit our showroom. He’s an expert in rendering personalized 
service to the dealer.”—Conrad Hallgren, vice president, Hallgren Lumber Co., 
DeKalb, Ill. 


“We have been recipients of Selck’s ‘Sudden Service’ for the past 10 years. It 
fits our needs to a ‘t!”—Harold Moser, president, Moser Lumber, Inc., Naper- 
ville, Tl. 


“The ‘Selck Line’ catalog provides us with a simplified ordering system and a 
minimized inventory problem. We find it the ideal way to replenish our stocks 
of building specialties..—Don Ballantine, specialty salesman, Rosenthal Lumber 
& Fuel Co., Inc., Crystal Lake, Ill. 


“We like the high selection of new and improved products constantly being 
introduced in the ‘Selck Line.’ Walter Selck’s overnight service in delivering 
items to our door fills a real need in our operation.”—Robert Joshel, vice-presi- 
dent, Mid Valley Lumber Co., Geneva, Ill. 


“Tt’s the fast service rendered by Walter E. Selck and Co. that wins our praises. 
We are dependent upon it.”"—Mervin L. Becker, manager, Kent Lumber & Coal 
Co., Mattoon, Ill. 


“We have been doing business with the Selck firm for 15 years. We like the 
way they have kept abreast of the times. The broad line of products they stock 
and the fine service they render are fully geared to meet our present-day retail 
building materials needs.—A. A. Siegel, president, Siegel Lumber Co., Chicago 
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Low costesturdy *easy to install 


backed by K-V's 
guarantee of 
highest quality! 


No. 1300 lightweight extension drawer slide 


Recommended for loads up to 50 Ibs. Ball bearing 
nylon rollers guarantee noiseless, smooth, effortless 
operation for life. Will not stick or jam even under 
maximum load at full extension. Zinc electroplated 
finish. 4%” clearance needed each side of drawer. y" 


Stock sizes: 12 to 28 inches. 


KNAPE & VOGT MANUFACTURING CO. 
Grand Rapids, Michigan 


Low costesturdy «easy to install 


backed by K-V’'s 
guarantee of 
highest quality! 


No. 1400 ball bearing extension drawer slide 


Recommended for loads to 100 Ibs. Newly improved, 
with Super Oilite Bearings that provide floating ex- 
tension for heavy drawers. Positively eliminates stick- 
ing, jamming, sag or breakdown, even under heaviest 
load at maximum extension. Zinc electroplated finish. 
clearance needed each side of drawer. Stock 
sizes: 12 to 38 inches. 


KNAPE & VOGT MANUFACTURING CO. 
Grand Rapids, Michigan 
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credit manager. 

Major suppliers. The following 75 
leading manufacturers are suppliers of 
Walter E. Selck and Co. 

Ace Rubber Products; Ajax Hardware Co.; 
Ankr-Trim Co.; Arrow Fastener Co.; B&T 
Metal Co.; Beauti-Dor; Belson Mfg. Co.; 
Otto Bernz Co.; 

Borden Co.; Bostitch-Central, Inc.; Bos- 
ton Woven Hose; Buzz-Master, Inc.; Camp 
Co.; Cass Products, Inc.; Clauss Mfg. Co.; 
Clayton & Lambert Mfg. Co.; 

Clinton Co.; Consolidated Trimming Corp.; 
Crain Co.; Cross Tack Co.; Dodge Cork Co.; 
Dormetco; Enterprise Slate Co.; E-Z Reach 
Hardware; 

The Flintkote Co.; General Bathroom 
Products Corp.; Glamorene, Inc.; Hall-Mack 
Co.; Russell Harrington Co.; Holcomb & 
Hoke Mfg. Co.; Hyde Mfg. Co.; 

Industrial Plywood Co.; H.&R. Johnson; 
Johnson Rubber Co; Keller Co.; Knape & 
Vogt Mfg. Co.; Krommenie Linoleum; Lake 
Drive Products; Lino-Paste Co.; Lufkin 
Rule Co.; Lurano Products; 

Merritt Engineering Co.; Minnesota Min- 
ing & Mfg. Co.; Miracle Adhesives Corp.; 
Mutual Sales Co.; Nafi Corp.; Natco Prod- 
ucts Corp.; Naugatuck Chemicals; 

New England Carbide; Oakland Carbide; 
Pantasote Co.; Peck Clamps; Pierce & 
Stevens Chemical Corp.; Polyken Div., 
Kendall Co.; Quality Products Mfg. Co.; 
Quickee Products; R-V Lite, Arvey Corp.; 
Reiling Mfg. Co.; 

Robbins Floor Products; Roberts Mfg. Co.; 
St. Regis Paper Co.; Showerfold Door 
Corp.; Skil Corp.; Spotnails, Inc.; Stanley 
Tools; 

Tamms Industries, Inc.; Tec Adhesives; 
Turner Corp.; United Industries; Vikon; 
Warp Brothers; Washington Steel Products; 
R. D. Werner Co.; Wilkenson Mfg. Co.; and 
Wiss & Sons Co. 


RECEIVING DOCK for deliv- 
ery of products to ware- 
house by 75 suppliers is at 
rear of Selck building. The 
enclosed, heated dock area 
accommodates two trucks at 
one time. Warehouse super- 
intendent Robert . Painter, 
left, demonstrates ease of 
unloading truck with mech- 
anized equipment. 


WALTER SELCK’S “ATTIC CLUB” in downtown Chicago serves as a permanent show- 
room for his 75 suppliers and a hospitality and meeting center for his 7,500 dealers. 
Year by year, membership at the club has grown until it is now estimated at 15,000. 
Identification cards are issued each year to members; dues are payable in good 
will. Vice president James V. Helbling, above, signs in amid array of permanent 
product displays and showrooms. 


4. 


MECHANIZED PRINTSHOP handles Selck’s mammoth printing output. ‘Our mech- 
anized printshop enables us to keep up-to-date with new product sheets and price 
changes covering our 4,000 items,”’ says William Wallin, advertising manager. 
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PROUD 10 ce PART OF THE TEAM! 


. particularly when it's so obviously a winner! We have 
great admiratioh for the 


WALTER E. SELGK 


organization and are proud to have them represent 
Ply*Gems in Chicago. We wish them continued success 
in their new quarters and are delighted that Ply*Gems 
will continue to play an important role in their future 
operations. 


AN EASY “BIG-TICKET” SALE 
AN EASY BIG PROFIT ITEM 


PLYiGEM 


PREFINISHED GENUINE 
HARDWOOD-PLYWOOD PANELS 


Ply*Gems are easy to sell. They move quickly and assure you a big and 
consistent markup. The markup and the turnover make them a key 
profit item. 

What is most important is the true value we have put into these popu- 
lar panels. The prices are moderate and the customer can actually see 
the difference with his eyes and feel the difference with his hands and 


understand the value you are offering when you point it out! 


Ply*Gems are available in a wide variety of woods and a practical range 


of prices. There is a Ply*Gem panel for every taste and every purse. 


In Chicago, our distributor is: 


WALTER E. SELCK INC. @ 7125 WEST GUNNISON e CHICAGO, ILL. 


PLY GEM corr. 


A Manufacturing Division of Industrial Plywood Co., Inc. 


PLYWOOD CITY «= 182-20 LIBERTY AVENUE JAMAICA 33, N. Y. 
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Hardware - Store Business 
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Charts Describe 12 Power Tools 


A new set of 12 charts illustrate and 
describe the scroll saw, circular saw, 
drill press, jointer, band saw, radial saw, 
belt and disc sander, grinder, wood lathe, 
metal lathe, planer and wood shaper. 
Each chart includes a list of key safety 
suggestions on the proper operating pro- 
cedure for the particular tool described 

Iwo brass grommets make the 17” 
x 22” charts suited for wall hanging. 
Price of one set of 12 charts is $4 
($4.40 in Canada). Rockwell Mfg. Co., 
Delta Power Tool Div. 

Circle No. 216 on Handy Cover Card 


Building Materials 


NMierchandiser 


New Sales Aids 


USE HANDY COUPON ON BACK COVER FOR MORE INFORMATION 





Fa 


Staple Gun Merchandiser 

A new T-50 Display-Pak wall unit 
merchandiser is especially designed for 
placement near the checkout counter. 

Photograph above of the new display 
was taken at Westchester Square Lumber 
Co., New York City, which reports: “It 
spurred tacker rentals; converted rentals 
into sales; increased staple business; 
boosted related sales of insulation, ceiling 
tile, weather stripping and screening.” 
Unit is free with order of six T-50 Staple 
Guns and one HT-50M Hammer Tacker. 
Arrow Fastener. 

Circle No. 217 on Handy Cover Card 





CLEAR SPAN 
STEEL BUILDINGS 


* THE MOST COMPLETE LINE 
* THE BEST PRODUCT VALUE 
* A SALES POLICY 
* BEST MERCHANDISING 
PRUDEN pe. COMPANY 
EVANSVILLE, WISCONSIN 
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Kwiksets Trim Rosette 


Half Moon Trim Rosette Mount 

A new mount for use in displaying 
Kwikset’s new half-moon trim rosette is 
available. The trim rosette fits a 248” or 
5” backset. It may also be used for creat- 
ing a striking effect on double entry 
doors and may be added to existing doors 
as it is easily installed behind the lock- 
set knob. Retail price in all finishes is 
$4.70. 

Mount is finished in black and white 
and measures 17%” x 6%” x 13%”, 
Mount is free when ordered with lockset 
and trim installed. Kwikset Div. 

Circle No. 218 on Handy Cover Card 


Howard Offers Power Brush Deal 

Dealers will enjoy a better than 55% 
markup on every power tool brush sold 
at retail from Howard assortment No. 
34B and will receive a wire display unit 
for counter or perforated hardboard. 

The Howard assortment package in- 
cludes 31 power tool brushes and wheel 
adapters plus four of the fastest moving 
tool brushes. Total retail value of the 
complete assortment is $45.95; dealer cost 
is only $24.93. The dealer’s markup is 
over 55%. Howard Hardware Products, 
Inc. 

Circle No. 219 on Handy Cover Card 
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Hardware - Store Business 


New Literature 





Time-Saving Card—See Back Cover 


Socket Wrench Sets. A 20-page “Sock- 
et Wrench” catalog (No. 102) is an- 
nounced. Socket wrench sets, loose tools 
and new additions to the line are fully 
described and illustrated. Wright Tool 
& Forge Co. 

Circle No. 220 on Handy Cover Card 


Versa Merchandisers. A _ four-page, 
two-color brochure describes and _ illus- 
trates four free floor displays designed to 
sell Versa products. The displays are 
planned as selling centers for (1) orna- 
mental iron railings; (2) ornamental iron 
columns; (3) lantern posts and lanterns: 
and (4) aluminum railings. Versa Products 
Co. 


Circle No. 221 on Handy Cover Card 


Power Tools and Accessories. A com- 
pletely revised 96-page catalog describes 
Delta’s complete line of industrial pow- 
er tools and accessories. Among the new 
tools described are: 20” and 17” power 
feed drill presses, a 12” cut-off machine 
and a 7” standard grinder. Complete spec- 
ifications, catalog listings and descriptions 
of accessories for all tools are included in 
the catalog. Action photographs and draw- 
ings supplement the text. Rockwell Mfg. 
Co., Delta Power Tool Div. 

Circle No. 222 on Handy Cover Card 


Framing Anchors. A new four-page 
folder presents design and technical in- 
formation on the use of Trip-L-Grip 
framing anchors. Illustrated in detail are 
10 applications where the Teco anchors 
can be used for stronger. more efficient 
construction in floor, roof, wall and 
ceiling framing. Timber Engineering Co. 

Circle No. 223 on Handy Cover Card 


Storage Planning. A new 48-page cata- 
log serves as a complete guide for select- 
ing space saving, cost-cutting storage 
equipment. It contains descriptions, illus- 
trations and specifications for a complete 
line of equipment for storing everything 
from the smallest parts to palletized 
loads, also provides information on stor- 
age planning. Frick-Gallagher Mfg. Co. 

Circle No. 224 on Handy Cover Card 


Drill Presses. A catalog sheet exten- 
sively details the advantages of the manu- 
facturer’s 25” drill presses with 3 hp 
motor. Boice-Crane Co. 

Circle No. 225 on Handy Cover Card 


Pneumatic Nailer. The advantages of a 
new Pneumatic Nailer are fully told in a 
two-page sheet. The nailer was especially 
designed to meet the requirements of the 
lumber fabricator and home builder. How 
its lightweight design permits easy use in 
tight spaces and at awkward angles is ex- 
plained. Wilson Homes, Inc. 

Circle No. 226 on Handy Cover Card 


Metal Lath and Accessories. A com- 
plete line of metal lath. including two 
new designs, is shown in a 16-page cata- 
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log. A valuable reference booklet, it con- 
tains spacing data for wall and ceiling 
supports and easy-to-read floor slab cen- 
tering tables are included. Basic data for 
construction of hollow non-bearing parti- 
tions with Chan-L-Form Steel Studs also 
is included. The Bostwick Steel Lath Co. 
Circle No. 227 on Handy Cover Card 


Concrete Facts. A comprehensive anal- 


ysis of nine important factors govern- 


ing high quality concrete production is 
treated in simplified form in a six-page 
booklet. Graphs, charts and photographs 
of field and laboratory tests detail the 
many advantages of Pozzolith concrete. 
The Master Builders Co. 
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Business Machines. The sixth edition of 
Friden’s booklet, “IDP Products in Ac 
tion,” includes additional data proces 
sing applications. It presents 32 pages of 
systems’ applications involving the com- 
pany’s tape-operated business machines. 
The Flexowriter, Teledata, Collectadata, 
Add-Punch and Computyper are shown 
handling order-invoice, data collection, 
MICR check, accounting and auditing 
procedures. Friden, Inc. 

Circle No. 229 on Handy Cover Card 








LINEAL (MOULDINGS 


from CALIFORNIA HIGH ALTITUDE 
PONDEROSA PINE and WHITE FIR 


Tw 


MANUFACTURE AND SUPPLY 


THE FOLLOWING ITEMS IN PONDEROSA PINE: 


@ Finger Jointed Mouldings @ Solid Mouldings 


(Specified Lengths) 
@ Cut Stock 


@ Jambs 


(Cut to Length) 
@ Venetian Blind Stock 


CALL YOUR NEAREST JOBBER FOR TW&J MOULDINGS 


ast 
For quality West Co 


ducts 
jumber pro 
look to- 7 Ws J 


TarTer. WEBSTER & JOHNSON. INC. 


P.O. BOX 3498 


San Francisco 19, California 
PRospect 6-4200 


Teletype SF 211 





—— 
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® DUO-FAST ¢ DUO-FAST *¢ DUO-FAST e 


DUO-FASL. 


_ means 
quality products- 


profitable sales 





The all-purpose gun tacker. Drives heavy 
staples 4” to %e” long. A man-size tool 


for a man-size job. 
/ 


y 


— 
ey 


A favorite builder's tool. This hammer 
tacker drives 4%” and 6” staples, inter- 
changeable in the CT-859. For staples up 
to %e”, sell the HT-755. 


Handi-Pak Staples 


In handy 1000 pack or in box of 5000. 
Easy to stock... easy to display... easy 


Counter diplays, wall signs and envelope 
stuffers to help you sell, rent or loan 
DUO-FAST Tackers. 


PLUS...the money saving Free Service 
Guarantee, available through a close-to- 
home DUO-FAST office. 


Write today for the complete dealer 
story and a tacker demonstration. 


FASTENER CORPORATION 
3710-02 River Road, Franklin Park, III. 


DUO-FAST *::: 
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Device Dials Customer's Color, Hue 


ROCKFORD, ILt.—An_ automated 
color communications device called 
Telecolor has just been introduced by 
Valspar Corp. to permit virtually lim- 
itless color demonstrating potentials 
on its TV-like “screen.” 

Turning a series of dials on the front 
of the patented device (each represent- 
ing a basic color) causes rapidly-rota- 
ting color discs to meld into specific 
color shades or hues on the screen. 

Virtually all colors “dialable” on 
the set can be made into actual paint 
colors through use of paint color mix- 
ing machines. The Telecolor discs mea- 
sure 11'2” in diameter or 104 sq. 
in. Anyone selling paint can use the 
machine to transmit color ideas for 
selection or to coordinate thinking. 

Appearance. The Telecolor set is 
housed in a 23” high, 2312” wide and 
1642” deep neutral-shade plastic cab- 
inet. It weighs about 40 Ibs, operates 
on 110 v. alternating current. 

Lease basis. Valspar Corp. will 
make Telecolor sets available for a 
nominal monthly lease cost in quantity 
after next Jan 1. Initial distribution 


TELECOLOR, termed the world’s first au- 
tomated color communications device, 
displayed by president R. L. Baudhuin. 


will be to Valspar dealers and licensed 
color manufacturers. Eventually the 
machine will be available to others. 

Sales. Valspar estimates that build- 
ing materials and paint dealers who 
utilize the set can realize a minimum 
20% increase in sales. Further de- 
tails from Valspar Corp., Dept. BMM 
200 Sayre St., Rockford, III. 





Armstrong Buys Linden Lumber Branches 
As Home Modernizing Research Outlets 


LANCASTER, Pa.—Three home im- 
provement branches of Linden (N. J.) 
Lumber Co. have been acquired by 
Armstrong Contracting & Supply Corp. 
The Armstrong Cork Co. subsidiary 
will continue to operate them under 
the name Linden Lumber Construc- 
tion Co., as a means of obtaining help- 
ful research information. 

The three branches are located in 
Linden, Eatontown and Manasquan, 
N. J. as a subsidiary of Linden Lum- 
ber Co. (See BMM, Sept. 11.) The 
latter firm will continue to operate its 
retail lumber and building materials 
business from three outlets in New Jer- 
sey. 

J. W. Liddell, Armstrong Contract- 
ing president, said the move would 
broaden the marketing research 


program on home modernization be- 
gun earlier this year when his firm ac- 
quired Herbert Richheimer of (Bris- 
tol) Pa., Inc. 

Armstrong’s research program is de- 
signed to obtain specific and practical 
information on sale and merchandising 
of their current products as used in 
modernization and the development 
of new products for this market. 

No change. Liddell emphasized 
that operation of home modernization 
businesses does not change Armstrong 
Cork’s present system of distribution 
of resilient floors, acoustical materials, 
insulation board and other products. 
All Armstrong materials and installa- 
tion for home improvement projects 
“will continue to be obtained through 
regular channels,” it was noted. 





Misieading Shelter Ads 

WASHINGTON—The Defense Dept. 
has asked the Federal Trade Commis- 
sion to begin combatting phony ad- 
vertising claims for fallout shelters 
and survival kits. 

FTC attorneys here and in 10 field 
offices will closely monitor shelter ads 
in all media from now on to guard 
against companies making exagger- 
ated claims for shelters and kits, the 
agency said. 

Challenged advertising that does not 
fall within federal jurisdiction will be 
referred to state and local authorities. 
FTC said the effort is directed at pre- 
venting “irresponsible advertisers of 
shelters from damaging public con- 
fidence in the reputable manufactur- 


ers whose cooperation with the civil 
defense program is so necessary.” 


Curtis Expansion 

CLINTON, Iowa—A half-million 
dollar factory capital improvement 
program has been approved by the 
board of directors of Curtis Compa- 
nies, Inc. 

Acton Chalu, Curtis general mana- 
ger, said the expansion will take place 
over a period of six months and will 
benefit Curtis factories in Clinton, 
Wausau, Wis. and New London, Wis. 

The program was designed to pro- 
vide Curtis with expanded warehous- 
ing facilities, improved machinery and 
equipment and increased facilities for 
manufacturing prefinished products. 
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MEN /n the news 


* The Crossett Company's new $6 
million flakeboard plant will start pro- 
duction late this fall, and three men 
have been named to fill key positions 
in the sale of the new product, which 
will be marketed under the brand name 
of Crossett Flakeboard. These men 
are: A. G. Mitchell and Wendell H. 
Trest, who will be sales representa- 
tives in Houston and Memphis, respec- 
tively; and Edred L. Webb, who has 
been promoted to coordinator of 
Flakeboard production-sales. 


¢ James B. Wiseman has been named 
a vice president of E. L. Bruce Co., 
Inc., Memphis. 


* Stanley P. Deas, executive vice 
president of Southern Pine Assn., has 
announced the appointment of James 
W. Murphy, Robert S. Allen, Karl 
W. Lindberg, Ronald W. Schaberg, 
George F. Foerster and Glen Pugh to 
the Association’s technical division, 
and William P. Conery to the public 
relations staff. 


¢ Glen J. Christner, vice president of 
The Eagle-Picher Co., was elected 
president of the National Mineral 
Wool Insulation Assn. at its annual 
meeting in Point Clear, Ala. 


* Leonard L. Zamarin has been ap- 
pointed resident vice president in 
charge of the newly-formed Great 
Western Millwork Co., a division of 
O. W. Siebert Co., Inc. His new head- 
quarters will be in Des Moines, la. 


° C. N. Seidlitz, Jr. has been elected 
president of Seidlitz Paint & Var- 
nish Co., Kansas City, Mo. 


¢ Acton Chalu has been elected presi- 
dent of Curtis Companies Incorporat- 
ed, Clinton, Iowa. George M. Curtis, 
former president, will retain his posi- 
tion as board chairman. 


¢ Roger O'Neal has been named as- 
sistant sales manager of the Lumber 
Division of Rosboro Lumber Co. 


* Robert D. MacCloy, former sales 
promotion manager-building products, 
has been appointed advertising man- 
ager of Emerson Electric Co., St. 
Louis, with responsibilities for adver- 
tising covering all areas of the com- 
pany. Donald J. Harper continues as 
Builder Products and Merchandise 
Sales Manager. 


¢ William D. Black has been named 
Domestic Industrial Truck Division 
Sales Manager and Walter A. St. Clair 
has been named to the new position of 
Field Sales Manager for Hyster Com- 
pany’s Domestic Industrial Truck Di- 
vision. 





It’s a fact that there is alot more PROFIT in this business 
for the wholesaler or dealer who stocks, displays and 
sells one well Known brand of cordage. In a way it’s like 
paint, or hand tools, or builder’s hardware...it is easier 
and more profitable to sell your customers (whether they 
are dealers or consumers) a line...every item branded, 
every item packaged, every item of a known quality. 


Only from King Cotton can you get such a compiete 
cordage line...sash cord, clothesline, chalk line, mason’s 
line, venetian blind cord, cable cord, twine, nylon rope, 
seine twine, polypropylene rope, drapery cord, polyethyl- 
ene rope and cord, garden twine, and many, many other 
profitable items. All one brand, easy to inventory, easy to 


stock, easy to sell. 


Sold only through wholesalers at a full mark-up for the 
wholesaler and for the dealer. Packaged and priced to 
move in volume. Write for catalog and prices. 


OM CORDAGE - 105 Duane St., New York 8, N.Y. 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 


1 Time—30c per word for each insertion. 
Minimum eharge of $1.50 per line. 


3 Times—25c¢ per word for eoch consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 
allowed. 


All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
owed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


BUILDING MATERIALS MERCHANDISER 
59 East Monroe St., Chicago 3, Ill. 
Phone Fi 6-7788 





HELP WANTED 





Well established and financially sound retail 
lumber concern operating over twenty yards 
in Arkansas and Missouri has openings for 
experienced men in the retail lumber busi- 
ness. Salesmen, Management jobs and Man- 
agement Trainee jobs are avaiiable. Oppor- 
tunity for advancement excellent. Replies 
confidential. Address replies listing experi- 
ence, etc. to: Line Yard, Box R-66 Build- 
1g Materials Merchandiser 





RETAIL LUMBER YARD MANAGERS 
Apply to JOHN KENDALL 


STANDARD LUMBER COMPANY 
Box 2138, Spokane, Washington 





\ fast growing regional retail distributor of 
ationally advertised building materials has 
ypenings for young men of executive calibre 
who have had some experience in total build- 
ng material field. Qualifying individuals will 
be placed in expanding program immediately 
The men we need must have the ability to 
manage a service organization including an 
on location sales force. They should have a 
working knowledge of mechanized materials 
handling and have some knowledge of a 
broz ad range of building materials 
be willing to relocate as additional 
unities within the organization are pre- 
1 to them. Address Box R-61 Building 
als Merchandiser 





Top flight yard foreman. Must be _ ex- 
perienced in yard operation, inventory con- 
trol and housekeeping; qualified to grade out 
and remanufacture lumber; able to get along 
with men and management. For right man 
whose past experience substantiates it, we 
have attractive 2 Seepeee. Growing, aggres- 
sive, well-established yard in Chicago area 
Give complete particulars in first letter Ap- 
plications held confidential. Address Box 
R-67 Building Materials Merchandiser 


62 





SITUATION WANTED 








OFFICE-CREDIT-TRAFFIC MANAGER 
With large West Coast wholesale lumber firm 
12 years. Knowledge of import duties, tariffs 
and clearance. Held offices several trade as- 
sociations. College, B.S. in Law. Married, two 
children. Potential more important than 
starting salary. Will consider investment. Ad- 
dress Box R-59 Building Materials Merchan- 


diser 


MISCELLANEOUS FOR SALE 





CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 
119 North Fourth Street 
Minneapolis 1, Minn.- 





Experienced Wholesale Millwork Salesman, 
with 15 years’ experience, looking for ad- 
vancement as Sales Manager. References 

Lumber yards, Wholesale sales, Industrials 
Middlewest. Address Box R-60 Building Ma- 
terials Merchandiser 





Present manager large retail yard wants new 
connection on West Coast. Preferably with 
building materials jobber or large depart- 
mentalized retail operation. Address Box 
R-63 Building Materials Merchandiser 





Manager with strong administrative back- 
ground, seeking position with broader re- 
sponsibility. Ability to organize, motivate and 
get things done. Experience covers all phases 
of retail lumber business. Excellent record of 
increased sales and profits. Top references 
Address Box R-64 Building Materials Mer- 
chandiser. 








SALES REPRESENTATIVE 
WANTED 





Manufacturer of ornamental iron, foundation 
vents, thresholds, sliding and folding door 
hardware and weatherstripping requires rep- 
resentation in states east of the Mississippi. 
Witten Metal Products, Box 35, Gastonia, 
N 





Manufacturers’ Representatives 
To sell competitive line of wood mouldings 
used to match imported plywoods. Address 
Box R-62 Building Materials Merchandiser 





LUMBER FOR SALE 





Let us quote delivered prices 
FARM FENCING CYPRESS 


Tidewater Red or Deep Swamp Yellow 
1x6, 1x8, 1x10, 1x12 
Heavy 12’, 14’, 16’ lengths 


a E. STARK CO., INC. JAT7-5396 
O. Box 142, Memphis. Tenn. 





Utility grade framing lumber, Douglas Fir 

and White Fir. Guaranteed lowest mill prices 

on the coast. 

Mixed size, split loadings are welcome. End- 

less supply of utility and economy lumber 

available. 

Example: Good economy 2x4x8’—5¢ ea 

Prem. 9%¢ ea. Extra Prem. 15¢ ea. 
CENTURY LUMBER CO 


P. O. Box 464 Grants eo ne 
Gr 9-1827 or GR 9-23 





BUSINESS FOR SALE 





Well-established building materials firm in 
southwest Indiana, with trading area—farm 
city and industrial—of more than 40,000 pop- 
ulation. Located on major highway. Modern 
show rooms and offices, ample shed and 
warehouse space, complete mill, delivery 
equipment. Write Box R-58 Building Ma- 
terials Merchandiser. 





Lumber yard for sale in growing So. Cali- 
fornia coastal area. Good location. Rail sid- 
ing. Inventory at market. Terms or lease on 
property. Address Box R-65 Building Materi- 
als Merchandiser. 


MISCELLANEOUS WANTED 











Wanted to Buy 
Factory Close-Outs 
Discontinued Items 

Distress Items 

No Junk 


LINDEN LUMBER COMPANY 
1402 St. George Ave., Linden, New Jersey 





Announce Standards for 
Architectural Woodwork 
CuicaGo—Publication of a set of 
quality standards available free on re- 
quest is announced by the Architec- 
tural Woodwork Institute, 332 S. 
Michigan Ave., here. The 75-page 
booklet sets forth definitive tests and 
prescribed joinery tolerances for the 
three classes of architectural wood- 
work established. Also included is a 
lumber grade table for allowable na- 
tural and seasoning defects, accord- 
ing to the size of the member and total 
number of permitted defects. 
Lumber Imports Dip 
WASHINGTON—Lumber imports in- 
to the U.S. dropped slightly between 
1959 and 1960, reflecting the lowered 
level of residential construction. The 
Commerce Dept. reported that total 
1960 imports approximated 4 billion 
bd. ft., about 3.5% below the record 
4.1 billion feet in 1959. This was still 
substantially ahead of 1957 and 1958 
totals. Some 94% of the imports came 
from Canada. 





EMBLEM OF DEPENDABILITY—The above 
emblem will be available to all dealer- 
members of the National Retail Lumber 
Dealers Assn. who are in the remodeling 
business. ‘‘HAPI’’ (Home and Property 
Improvement) training courses are spon- 
sored by the NRLDA and its affiliated as- 
sociations. 
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Building Materials 
Merchandiser 


Fiow’s Business? 


Building Materials Dealer Sales Pulse 


Zone 1 
North 
Atlantic 


Sales: October ‘61 vs. 
October '60 

Sales: 10 months ‘61 vs. 
10 months '60 

Accounts receivable 
October 31, "61 vs 
October 31, "60 

Inventory: October 31, 51 
vs. October 31, '60 

Next quarter's sales 


estimate . — + 5% 


October weather . Good 


Marketing Regions 


Zone 2 Zone 3 Zone 4 Zone 5 
Middle South East North East South 
Atlantic Atlantic Centr-! Central 


8% 


5% % 2 


3 —_— 


Good Good Good Good 


Construction contracts awarded in September fell 4% from the est level in 


like 1960 month, but awards for the first nine months were 


Zone 6 Zone 7 Zone 9 


West North West South Pacific 


Central Central 


+10% 


8 
5% 


5 6° 5 


5 5 
Good Good 


Good Good 


more than a year. They were up 1.3% from the 


still 3% ahead of last year, the F. W. Dodge Corp. reported. 


September contracts for new dwellings rose 8% from the same 
1960 month. 


Freight carloadings rose the third week in October to the high- 


preceding week. 

Green fir prices have been raised at northwest mills, reflecting 
cutbacks in production and slightly improved demand. Random- 
length 2x4’s now sell for $60 per M, up from $57. 


Consumer prices rose to a record 128.3% of the 1947-49 average 


in September. October is also expected to show another rise 








ADVERTISERS’ INDEX 





Acme Steel Co. .... 
Armstrong Cork Co. . 
Beverly Mfg. Co. 
Bostitch ee 
Bradley-Southern Div., 

Potlatch Forests, Inc. ......... 
Brand Names Foundation, Inc 
Bruce Co., E. L RORY. 


Carborundum Co., The 
Certain-teed Products Corp 


Diamond Expansion Bolt Co., Inc 
Dodge Corp., F. W. .. See 
Duo-Fast +: 


Farley & Loetscher Mfg. Co 
Fastener Corporation 


Graham & Co., Inc., John H 
Hager & Sons Hinge Mfg. Co., C 


Johnson Ltd., H. & R 


Kentile, Inc. .... 
King Cotton Cordage 
Knape & Vogt Mfg. Co 
Lau Blower Co., The 
Lehon Co., The P 
Libbey*Owens-Ford Glass Co 
Lumbermens Mutual Casualty Co 
National Consumer Publications 
National Gypsum Co. 
Pickering Lumber Corp 
Ply-Gem Corp., 

Div. of Industrial Plywood Co., Inc 
Potlatch Forests, Inc 

Bradley-Southern Div 
Pruden Products Company 
Red Devil Tools *% 
Ridge Tool Co., The 
Selek and Co., Walter E 
Sensenich Corporation 
Tarter, Webster & Johnson 
Technical Adhesives, Inc 


New Fair Trade Bill 

WASHINGTON—Nine trade associa- 
tions, including appliance and _ hard- 
ware groups, are endorsing the re- 
cently introduced Capehart-Madden 
“Quality Stabilization” bill. The bill 
has been assured of committee consid- 
eration next year. 

Senate Joint Resolution 121 is in- 
tended “to amend the Federal Trade 
Commission act to promote quality 
and price stabilization, to define and 
restrain certain’ unfair methods of 
Gistribution and to confirm and de 
fine the rights of producers and resell- 
ers in the distribution of goods iden- 
tified by distinguishing brands, names. 


Industrial Plywood Co., Inc Wells Aluminum Corp 


Washington Steel Products 


or trademarks and for other purposes.” 





SPECIALIZED 
INSURANCE 
for LUMBERMEN 


SINCF 1912 


Write for our free booklet, You can get 

real dollar savings through safe lumber yard 
operations, which explains how costly unsafe 
practices can be and shows how our 

Safety Engineering department can save 
money for your lumber yard. Write Lumber 
Insurance Department. 








Lumbermens “WJ uy wy 





a division of Chicago 40 


Circle No. 36 on Handy Cover Card 


ad 


..new packaging 
with consumer 
appeal...for eas- 
ier display...and 
more impulse 
sales! 


for portable disc s 


Circle No. 37 on Handy Cover Card 
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What's the Building Materials 
Price? 


Merchandiser 





Total orders for 91 mills reporting to the Southern Pine Assn. 
for the third week in October were 49 million bd. ft. Orders 
were 15% above a 3-year average. 





Total population residing in the U.S., excluding armed forces 
abroad, was estimated by the Census Bureau at 183,492,000 on 
Sept. 1. 








Total orders for 105 mills reporting to the Western Pine Assn. 
for the second week in October were 84 million bd. ft., well 
above the 3-year weekly average. 





Total housing starts for 1961 are now expected to approximate 
1.3 million units. Present estimates for 1962 range from 1.37 
to 1.4 million. 


Current Retail Price Range 
Zone 1 | Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 | Zone 7 Zone 8 Zone 9 
etail prices to typical one-house com : . e 
henthave, based ev sapees treks tealien North Middle South East North East South West North | West South Pacific 


: ; Mountain 
deolers received every two weeks by Atlontic | Atlantic | Atlantic Central Central Central .| Central 
Building Meterials Merchandiser 


Coast 
Low High Low High | Low High Lew High Low High Low High Low High Low High 


LUMBER 
Douwgles Fir: 
Dimension: 
Std. & Btr. R/L 2x4 green 
Std. & Btr. R/L 2x4 dry 
Std. & Btr. R/L 2x10 green 
Std. & Btr. R/L 2x10 dry 
W. Coast Hemlock, White Fir 
Dimension: 
Std. & Btr. R/L 2x4 dry 
Std. & Brr. R/L 2x10 dry 
Western Pine 
Boards 
No. 2 & Btr. R/L 1x8 dry SAS, shiplap 
No. 3 & Bir. R/L 1x8 dry SAS, shiplop 
Southern Pine 
Dimensions 
No. 2 & Brr. R/L 2x4 dry 
No. 2 & Btr. R/L 2x19 dry 
Boords 
No. 2 & Bir, R/L 1x8 dry SAS of 
D&M or shiplap, dry 
Hardwood Flooring 
Select ook 25/32" x 24"* plain sawed 
No. 1 Com. oak 25/32" x 214"" pl. saw. 
Interior Softwood Paneling 
No. 2 ponderosa pine R/W 
Wood Siding 
Redwood clear el! heart bevel siding 
ya" x 10" 
“A” cedar bevel siding 3/4" x 10” 
Wood Shingles 
Ceder shingles 5/2 No. | 16" - 5X 











PLYWOOD 

Fir, /4"" DFPA-AD interior give 

Fir, /4"" DFPA-AC exterior glue 

Fir, 3/8" DFPA-CD sheathing int. glue 
Fir, V2" DFPA-CD sheathing int. glue 
Fir, 5/8°* DFPA-CD sheathing int. give 


MILLWORK 

Phil. mehogeny (Leven) flush door 
3/8" 2-6n6-8 

Birch flush door 1-3/8" 2-66-8 

Double-hung window 2-4x4-6, setup, 
glazed, weether stripped, beianced 


BUILDING MATRRIALS 
Outside white peint, first grade A . A y . 0 0 8.65 
8d common steel neils, U.S. made ' L q . ; 4 J 3 2. 
Min. wool insuletion, full-thick bett L ‘ ‘ \. . le L 104, 
Ceiling Tile 12° x 12" ; : ; ; ’ . we 
1/2" insulating building board . . R q a 4 L . . 120. 
25/32” inavleting sheething . L ( 5 ; ‘ b 5 \. 160. 
V8" gypsum wollboord . b 4 b j L 4 4 - . 70. 
1/8" tempered hardboard . . . , , 5 . ; 210. . 
21 Se thick butt esphelt shingles ; \ . ‘ ! A 10.31 6.75 8.50 






































*Price rise +Price decline 
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DOUBLE fF 
GLAZED | 


— To open up 


MORE 
PRUHT 


Now window manufacturers have made it easier for you to increase your profits 
— with windows made for, and preglazed with, Thermopane® insulating glass. 
Like the awning and casement windows shown here, and many other types 
of windows made by millwork houses and window manufacturers. Naturally, 
they are more profitable to sell than single-glazed windows. 

















WINDOWS BY ANDERSEN 


House buyers want Thermopane. They know it by name. Builders who use 
it have a merchandisable sales feature. With Thermopane-glazed windows 
available in double hung and other popular types, it’s easier to sell builders on 
putting Thermopane into every window of a house. Consult your window 
supplier, or write to L-O-F, for names of leading 
window manufacturers using Thermopane. 5111 
Libbey-Owens-Ford Building, Toledo 1, Ohio. 


MADE IN U.S.A. 














GLASS 
LIBBEY-OWENS-FORD 


TOLEDO 1, OHIO 


THE QUALITY MARK 
TO LOOK FOR 


INSULATING 
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This card good until January 31, 1962 
Advertised Products November 20, 1961 


12383 4567 69 DOU 
14 15 16 17 18 19 20 21 22 23 24 25 
27 28 29 30 31 32 33 34 35 36 37 38 
40 41 42 43 44 45 46 47 48 49 50 51 
53 54 55 56 57 58 59 60 61 62 63 
66 67 68469 70 71 72 73 74 75 76 
79 80 81 82 83 84 85 86 87 88 89 
92 93 94 95 96 97 98 99 100 101 102 103 


New Products, Sales Aids, Equipment, 
and Literature 


201 202 203 204 205 206 207 268 209 210 211 212 
214 215 216 217 218 219 220 221 222 223 224 225 
227 228 229 230 231 232 233 234 235 236 237 238 
240 241 242 243 244 245 246 247 248 249 250 251 
253 254 255 256 257 258 259 260 261 262 263 264 
266 267 268 269 270 271 272 273 274 275 276 277 
279 280 281 282 283 284 285 286 287 288 289 290 
292 293 294 295 296 297 298 299 300 301 302 303 
305 306 307 308 309 310 311 312 313 314 315 316 
318 319 320 321 322 323 324 325 326 327 328 329 
331 332 333 334 335 336 337 338 339 340 341 342 
344 345 346 347 348 349 350 351 352 353 354 355 
357 358 359 360 361 362 


Name 
Title 
Company 
Address 


City 


Check _as_many as apply: 


( ) Dealer ( ) Wholesaler 
( ) Prefabricator ( ) Other Please Specify 


This card good until January 31, 1962 


Advertised Products November 20, 1961 


1 4 5 7 10 11 12 
14 17 18 20 23 24 25 
27 30 31 33 36 37 38 
40 43 44 46 49 50 51 
53 56 57 59 62 63 64 
66 69 70 72 75 76 Ff 
79 82 83 85 88 89 90 
92 95 96 98 100 101 102 103 


New Products, Sales Aids, Equipment, 
and Literature 


201 202 203 204 205 206 207 208 209 210 211 212 
214 215 216 217 218 219 220 221 222 223 224 225 
227 228 229 230 231 232 233 234 235 236 237 238 
240 241 242 243 244 245 246 247 248 249 250 251 
253 254 255 256 257 258 259 260 261 262 263 264 
266 267 268 269 270 271 272 273 274 275 276 277 
279 280 281 282 283 284 285 286 287 288 289 290 
292 293 294 295 296 297 298 299 300 301 302 303 
305 306 307 308 309 310 311 312 313 314 315 316 
318 319 320 321 322 323 324 325 326 327 328 329 
331 332 333 334 335 336 337 338 339 340 341 342 
344 345 346 347 348 349 350 351 352 353 354 355 
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Title 
Company 
Address 
City 


Check as many as apply: 





( ) Dealer ( ) Wholesaler 
Prefabricator 
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EXCLUSIVE WITH KENTILE: Vinyl Asbestos Terrazzo Pastels. Colors: Bahama Blue and Nantucket. | 


New idea! 7 Pastel colors in Kentitle Vin 


FRESH! INVITING! COOL AS A BREEZE! That’s new Kentile N 
Terrazzo Pastels in greaseproof, long-wearing Vinyl Asbestos ; 

¢ Compi 

Tile. Kentile National Adv ertising is making a big thing of this Sulsloes 

exciting new style. So, feature scaled sell more of it! And re- e Famou 

. every ti 


member—you can get delivery from any of 150 distributor ware- 
: : z IES a ¢ Kentile 
houses across the country—usually within 24 hours. On any Nae 


Kentile product—no need ever to carry big stocks! floor sf 


KLEIN[T TLE 


58 Second Ave., Brooklyn 15, N. Y. ¢ 350 Fifth Ave.. New York a. Y. e 3 Penn Center Plz iza, Philadelphia 2, 
900 Peachtree St., N.E., Atlanta 9, Ga. ¢ 106 West 14th St., Kansas wt a 5, Mo. ¢ 4532 So. Kolin Ave., Chicago 


More information? Contact the nearest 
Kentile® Divisional office shown below. 





antucket. Bristol Blue Solid Vinyl feature strips. 


Vinyl Asbestos Tile! 


More reasons why it pays you 
to carry Kentile Floors 


¢ Complete line also includes Solid Vinyl, Cork, 
Rubber, Asphalt Tile: KenCove": Adhesives. 

¢ Famous Kentile guarantee backs each and 
every tile you sell! 

e Kentile Sellability Sales Training Program. 
Shows how to add extra business without extra 
floor space, extra he Ip, or big big inventories. 
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idelphia 2, Penn. ¢ 55 Public Square, Cleveland 13, Ohio 
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e., Chicag . © 2929 California St., Torrance, Calif. 





